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ARIZONA—Codd Advertising Service, 16 North Scott St., Tucson. 


Include Tucson in your next campaign. 





AUSTIN, TEXAS—Livingston Display Service. 205% W. Sixth St. 





BUFFALO, N. Y.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices in Rochester, Syracuse, Albany, 
Utica, Poughkeepsie, Binghamton, and Erie, Pa. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
South Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. 
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Walter G. Vosler 
519 MAIN STREET CINCINNATI, OHIO 

















| 
| 
| 
| 

















CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 
Cleveland market. 





CODY, WY0O.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 


COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 


Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., Union 
Bank Bldg. A modern service that satisfies its clients. A trial will 
convince you. 





LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet. 
““Merchandised Window Displays.” 





NEW ORLEANS, LA.—I. L. Lyons & Co., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles. 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 
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PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. 11th 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PITTSBURGH, PA.—Arcee Vee Display Service, 109 De Sota 
Street. Covering Western Pennsylvania, Eastern Ohio, Northern 
West Virginia. Quality and service that satisfies. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson. Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Display. Sat- 
isfactory service for .Western Virginia. Write for map. 
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The display of “pansy blue” for- 
mal frocks reproduced on our 
cover is a creation from one of 
; . the South’s most versatile display 
} artists—Charles A. Merrill, Kauf- 
+i man-Straus, Louisville, Ky. (His 
} story, “The Development of a 
Versatile Display Technique,” ap- 

rea ' pears in this issue.) The display 
eo is charming in its simplicity. 











“STORES THAT DO A 
CLEAR-THINKING JOB OF 
DISPLAY PLANNING, CAL- 
CULATED ENTIRELY ON 
PRODUCTIVITY ARE GOING 
TO BE THE FIRST TO REAL- 
IZE THE BENEFITS OF ANY 
BUSINESS IMPROVEMENT 
IN THE NEW YEAR.” 

H. C. OEHLER. 





Must Window Displays Be 
Hatched Like Turtle Eggs? 


By C. A. Holcomb 


A Design For Selling Displays 
By H. D. Lufkin 


Developing a Continental 
Technique 
By Leroy W. Fryman 
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@ NOW READY FOR DELIVERY! 
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Duke Wellington, as Art Director, Publix 
Theatres Corp., New York City, and oper- 
ating Duke Wellington, Inc., poster art 
studios, has created many of Broadway’s 
outstanding lobby displays. His broad ex- 
perience and unusual talent have been given 


full expression in his book. 


POSTER ART consists of 250 
pages— 29 chapters—8 color 
plates, color chart in full color 
-—more than 150 plates, many 
of them illustrations of Broad- 
way displays—full descriptions 
accompanying illustrations — 
chapters arranged to give sepa- 
rate treatment of all types of 
posters—generous size pages, 
814x10%4, to give proper treat- 
ment to illustrations — attrac- 
tively bound. 
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POSTER ART was written especially for Poster Artists, Screen Deals thoroughly with the fundamentals of layout—color harmony 


Process Artists, Lobby Display Specialists, Show Card Writers, —backgrounds—contains a separate chapter on Screen Process 
Sketch Artists, Commercial Artists, Designers, Illustrators, Let- Posters with illustrations and descriptions of various methods— 
terers—is a veritable storehouse of ideas, information and inspira- Velour Posters—Aplakay Posters and others. A long-felt need 
tion for those engaged in any form of sign and display art. in sign and display art wil! be very ably filled by POSTER ART. 


Order Your Copy Now! 
DISPLAY WORLD - - = = = (Cincinnati, Ohio 


This Book and a Full Years Subscription to DISPLAY WORLD for $7.00. Outside U.S.A., $8.00. 
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The L.A.D.M. and the 
““mNiew Deal” 


By EDWARD E. O’DONNELL 


Vice-President, I. A. D. M., Region No. 4 
Sisson Bros.-Welden Co., Binghamton, N. Y. 


This job of being a window display man- 
ager is not and will not be a position easy 
to hold unless the individual is capable of 
keeping pace with the advancement of re- 
tail merchandising plans. You will find that 
more knowledge of general merchandising 
will be: needed and a keener sense of pro- 
motional ideas will be demanded by stores 
which employ men who will become display 
promotion men. By this we mean that the 
days of haphazard non-selling displays are 
gone forever and in their place we will find 
displays built with one definite thought— 
to sell. 

After all. the last few years taught mer- 
chants many fine things, and when the head- 
aches cleared up and visions became clearer 
we found that most surviving stores were 
more solidly imbedded in their respective 
communities and ready to start all over 
again to rebuild their organization and 
profit by the mistakes of the past. 

Stores will spend for publicity, windows, 
advertisements, etc., but they are more cagey 
now; they must be shown why this and that 
expenditure will really benefit and warrant 
the expense to be outlayed. They are co- 
ordinating their displays with their adver- 
tising publicity in a manner that will bring 
definite results, and the men in these de- 
partments must be capable of producing and 
assisting in the planning of all publicity and 
other store activities that formerly did not 
enter into their narrow realm. 

To be wide awake and able to grasp the 
“New Deal” that is taking place in our pro- 
fession will require more ability than most 
of us have flashed in the past. We must be 
more sincere and earnest in our study and 
research work, and we must continually 
strive to better our displays in a manner that 
will be evident by increased attention to the 
store windows and an increase in the de- 
mand for the goods on display. We must 
study the selling features and fine points of 
the merchandise we are handling so that 
when we place the goods on display we will 
be better able to present the selling features. 

To keep abreast of the times and in con- 


stant touch with the constantly changing 
trend of display should be the desire of 
every man who makes display his business, 
To affiliate with not only his local display 
club, if such club functions in his section, 
and to immediately join the strong associa- 
tion that is functioning for his benefit—the 
International Association of Display Men— 
so that he may benefit in the many helpful 
ways that association, with those organiza- 
tions, affords the individual should prove of 
just as much importance. 

From the I. A. D. M. will come bulletins 
of special interest to the profession, includ- 
ing the activities of national and local dis- 
play units, as well as illustrations and de- 
scriptive articles by leaders in our profes- 
sion. The I. A. D. M. wants every display- 
man to join its ranks not just to increase 
membership alone but to make possible the 
development of an employment bureau and 
other necessary bureaus. Without proper 
organization there is no recognition, and 
without recognition you can not hope to 
progress in any field. 

Under the new plan and under the able 
direction of the I. A. D. M. President West- 
erman, we can see definite results already 
accomplished, and the building up process 
goes on day after day with the ultimate suc- 
cess definitely assured by the splendid co- 
operation of old and new members. Each 
day sees inquiries from men interested in 
their future as display executives and who 
feel that their chance to progress and grow 
will be greatly enhanced by their affiliation 
with the national organization. 

All worth while industries and professions 
are organized for the simple reason that it is 
quite impossible to accomplish any definite 
aim or conduct research work of benefit to 
the individuals without maintaining such an 
organization, which, in turn, devotes its time 
and energy to constructive help to its mem- 
bers. 

The executive secretary of the I. A. D. M. 
is located at 509 South Franklin street, Chi- 
cago, and inquiries to this office will bring 
speedy recognition. 


General business conditions are decidedly 
better, and the retail trade is getting its 
share of increasing volume. This means that 
with proper management and the proper men 
in the various strategic positions that make 
up the store staff, we can safely say that 
our part in the recovery program will be one 
of real prominence. The store that gives the 
most thought and planning to its windows 
and interior will lead the way in recovery 
in its community. 

The I. A. D. M. wants you, and if you are 
confident and sincere as to the future of 
display, you can not and will not remain 
aloof. You will join your fellow-workers in 
boosting your profession to its rightful place. 

The alert displayman will find many op- 
portunities to demonstrate his versatility as 
a decorator right inside his store by reason 
oi the trend towards constructions of small 
shops and nooks that have blossomed out 
frequently in all wide-awake stores. Most 
every fashion store has a “Cruise shop,” a 
“Town and Country Shop,” or “Young Miss 
Eleven to Seventeen,” or any one of several 
dozen other titles that usually are most at- 
tractive to the eye. Could you design and 
construct such a shop on short notice if you 
were consulted on the matter? Would you 
be able to select the proper color combina- 
tions and frniture for this shop? If you 
can not, you are not keeping pace with the 
constantly growing demand for increased 
style knowledge requested of displaymen by 
the merchants who employ them. 

Every displayman should make a real ef- 
fort to visit some well-known large city 
occasionally so that he will absorb the new 
ideas and trends that are to be seen in the 
windows and store interior of the large 
stores. It is not always good policy to copy 
these displays in their entirety, but some 
good thoughts may be gleaned and the ar- 
rangement of the merchandise itself may be 
just the thing necessary to alter the set-up 
you have been using for too long a period. 
Study every trade and “fashion paper that 
you can lay -hands on, and thereby become 

[Continued on page 32] 
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There Are Displays == and 
There Are Displays 


The presentation of several outstanding 
retail displays of Arrow shirts, ties, hand- 
kerchiefs and underwear, which have ap- 
peared during the past several months in 
connection with the production of Arrow 
shirt advertising enlargements, gives us a 
splendid opportunity to study the display 
technique. The window displays shown with 
this consideration of display methods have 
been very successful from a standpoint of 
increased sales, so we must but wonder 
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By CHARLES J. HAUK, JR. 
Display Specialist, New York City 


what results could have been achieved from 
a complete modernization of display with 
coordination of advertisement enlargement 
and window display accomplished. It must 
be admitted that advertising illustration has 
changed, and while retail displays reflect 
development, have they kept pace with 
modernism? 

We can not help but consider the presen- 
tation of Arrow shirts as created by the 
three displays pictured with this considera- 
tion of display effects. Every display is neat; 
every display is attractive; every display is 
tastefully arranged, but do any of them 
reflect originality? Which of the three dis- 
plays is the most distinguished? Which of 
the three displays is the most original? 


—Using the Christmas Arrow Collar 
display as a basis, the window presen- 
tation pictured at the top of this page 
was developed. The window display 
follows the line and form suggested 
by the advertisement, and permits a 
complete tie-up of advertisement, dis- 
play and merchandise— 


—The Arrow Collar advertisement is 
a three times enlargement of a maga- 
zine color page. It is approximately 


one-sheet poster size and was litho- 
graphed in the four original colors ~ 
through use of a half-tone process by 
the W. F. Powers Company for Cluett, 
Peabody & Co., Inc.— 


Which of the three displays is the most 
different? Since all three displays were suc- 
cessful from a standpoint of sales, perhaps 
we should look for creativeness. 

Around Christmas time, the Arrow shirt 
organization presented another advertise- 
ment enlargement which was distributed 
among their accounts to be used for display 
purposes. The Christmas advertisement is 
reproduced on this page, and we can not but 
wonder what display recognition it re- 
ceived. If the three displays reproduced on 
the opposite page indicate creativeness, the 
Christmas displays accorded the Christmas 
advertisement were probably counterparts of 
the three displays in question. Believing 
that more original display is possible, we 
have asked, “What would DISPLAY 
WORLD have done?” and their answer is 
presented for your consideration: 

“The one-sheet poster advertisement en- 
largement offers tremendous possibilities for 
creative display. With the increased use of 
advertisement enlargements for window use, 
Cluett, Peabody & Co., are offering American 
retailers a fine display service. American 
displaymen should welcome this new display 
idea, and they should create some tremen- 
dously effective window’ presentations. 

“The display idea suggested by the Christ- 
mas advertisement is quite obvious—just 
how American displaymen will develop their 
displays remains to be seen, but since you 
have asked what we would do we can but 
offer our display idea, believing that many 
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retail displays will place our consideration 
at the bottom of the pile of creative presen- 
tations. 

“Inasmuch as the display thought will be 
developed around the advertisement enlarge- 
ment, the enlargement will occupy the center 
of attraction in our display. The advertise- 
ment features seven ‘star’ items, so the de- 
velopment of a background design to feature 
individually each line of goods is obvious. 
A window presentation merchandised with 
no consideration for the seven separate 
items can result in nothing but a mediocre 
display. While our background design sug- 
gests but one of several different lines of 
display design to be followed in achieving 
individual concentration of each line of 


—The makers of Arrow Shirts recog- 
nize the importance of tying up win- 
dow display with national publicity— 


—All of the lithograph enlargemenis 

shown in these windows were pro- 

duced by the W. F. Power Company, 
New York, N. Y.— 


—The illustration at top is a window 
of the Higbee Company of Cleve- 
land, Ohio. Incidently, at the right of 
the center piece in this window is a 
proof of the magazine page from which 
the lithograph enlargement was made— 


—The illustration in the center of the 
page is a display of Arrow Shirts as 
created by the G. M. McKelvey Com- 
pany, Youngstown, Ohio. The window 
display of Arrow Shirts presented at 
the bottom of the page shows how the 
Lasalle & Koch Company, Toledo, 
Ohio, featured one of the Arrow 
advertisement enlargements— 


—The illustrations fea‘ured on this 
show how Cluett, Peabody & Co., Inc., 
secures the tie-up between displays and 
national advertising. In each window 
the center piece is a lithographic en- 
largement of a four-color page adver- 
tisement that appeared in national 
publications— 


goods, some such idea must be developed if 
display and advertisement coordination is to 
result. 

“The actual construction of the back- 
ground is quite simple, and needs no com- 
ment. The presentation of the advertisement 
enlargement in the center of the display will 
serve to not only focus attention on the ad- 
vertisement but to serve as merchandise 
identification—the advertisement being at 
the front of the display, and on almost eye- 
level, making it a very simple matter for 
the customer to obtain Arrow shirt merchan- 
dise information. By incorporating stars in 
the display, the customer will follow the 
line of the display and advertisement to the 
actual merchandise. While Arrow cravats 
have not been given actual display space, 
they will appear with each group of shirts; 
should additional display of cravats be de- 
sired, neat presentations can be effected at 
each end of the display. 

“Anticipating the criticism that such back- 


DISPLAY WORLD 











ground consideration for individual presen- 
tation of one line of goods would be beyond 
the coverage of the display budget, al‘ow us 
to suggest that the display design in ques- 
tion need not be created for just one line of 
goods. Its original presentation would be 
for Arrow merchandise, but what is there to 
prevent the subsequent presentation of such 
merchandise as hats, millinery, shoes, hos- 
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iery, gloves, accessor.es, drugs, notions, 
umbrellas, ties, lingerie, corsets, books, art 
merchandise, china, silverwear, musical in- 
struments, bags, jewelry, candy, and count- 
less other lines of small goods; while, by 
the cutting away of the tops of the indi- 
vidual units for greater height, even such 
merchandise as ready-to-wear and clothing 
could be displayed.” 
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Continental Window Display 


Adaptation 


It gives us a tremendous amount of pleas- 
ure to begin, in this issue of DISPLAY 
WORLD, the presentation of a series of 
articles dealing with the display techniaue 
of Harald Rosenberg. We have long wanted 
to present just such a group of articles, and 
while we confess that the display presented 
in this article, as well as the displays to 
follow for several months, have been in our 
hands for two years, we have not presented 
them before this time feeling that America 
was not ready to accept such advance meth- 
ods of display arrangement. 

Our consideration of continental display 
dates back several years, during which time 
niany display leaders in America have con- 
sidered continental display just so much 
propaganda, and like most things foreign, to 
be taken with a grain of salt. We have been 
content to let matters rest, but 1934 is the 
time for display appreciation. We have seen 
what many of America’s display leaders have 
considered good continental display tech- 
nique—and much of it has been good; we 
have seen the rise of several American dis- 





Presenting the Display Work of 


HARALD ROSENBERG 
Militar Ekiperings, A. B. (M. E. A.) 
Stockholm, Sweden 


playmen in the development of a sound ap- 
preciation of the simplicity of this new dis- 
play medium; we have seen the fall of art- 
less artisticness in many of America’s dis- 
plays, and we welcome the new era that is 
to follow. This new era will bring a real 
arpreciation of display; this new era will 
prove that displaymen are made, not born. 
(As we interpret the term “born,” we recog- 
nize the many displaymen that have been 
thrown into display without any appreciable 
knowledge of design, color, form, construc- 
tion, line, arrangement, to rise through but 
little personal effort to commanding posi- 
tions of display authoritativeness. We in- 
terpret the term “made” to recognize the few 
displaymen who really appreciate and under- 
stand the many fundamentals underlying the 
correct display of goods; this appreciation 
resulting through continued effort to produce 
better displays and to understand every 
phase of the medium.) 

Therefore, now that the opportunity has 
arrived to stress the simplicity of this new 
display medium, we intend to show its every 


phase; we intend to prove that artless artis- 
ticness is rapidly becoming a useless display 
medium, and that constructional interpreta- 
tion of modern merchandise presentation is 
the goal of every display effort. It isn’t 
necessary for us to speak of the absolute 
necessity of knowledge. These new display 
forms and new mediums require positive 
technical appreciation. A displayman might 
be able to effect a very creditable continen- 
tal display background, but if his merchan- 
dise arrangement does not also follow the 
line and form of this new medium, his efforts 
are to be crowned with failure. (An archi- 
tect doesn’t create a design with no consider- 
ation for the finished achievement; neither 
does he incorporate foreign compositions 
into his design—but such consideration of 
display is the ail too usual result of most 
display pictures.) 

But, we are supposed to be speaking of 
continental display as a medium, and not of 
what America has or hasn’t accomplished. 
Therefore, let us, in haste, return to our 
subject. We shall consider the theme of con- 
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—The illustration on the opposite page 
demonstrates how effective continental 
displays are when correctly merchan- 
dised. The display has line, form, 
order, balance, color, contrast, angles 
and perspective. This is but the first 
of a series of Rosenberg’s displays to 
be so presented— 


—The sketches immediately below 
show just how Rosenberg develops his 
displays. The top drawing presents 
the fixture set-up for the display pic- 
tured on the opposite page; the draw- 
ing at the left presents a side elevation 
of the display. The top drawing im- 
mediately below the top sketch shows 
the original set-up as it might be 
adapted for a display of either clothing 
or ready-to-wear; the bottom drawing 
shows the display as it might be 
adapted for a display of fabrics— 
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tinental display through the visible efforts 
of Harald Rosenberg—because we feel that 
Rosenberg has achieved true continental dis- 
play; his continued efforts reflect a positive 
knowledge of line, form, arrangement, bal- 
ance, angles, and many of the other impor- 
tant and necessary fundamentals so vital to 
correct continental display presentation. But, 
before we continue with a consideration of 
his work, allow us to quote from an article 
that appeared in “Gebrauchsgraphik—Inter- 
national Advertising Art”’—and when an 
American displayman achieves similar rec- 
ognition for his display efforts, we shall be 
the first to say, “Success!” The article con- 
cerns Rosenberg’s display work. 

“The window display arranged by Harold 
Rosenberg of Stockholm for the “Militar 
Ekiperings A. B. (M. E. A.), while strictly 
adapted to its purpose, is a vitally organic 
piece of work, artistically conceived and in- 


tellectually carried out. Rosenberg is a 
‘super-decorator’ who is beginning to find 
imitators beyond the frontiers of his own 
little country. The art of window dressing 
has nothing narrowly national about it; it 
is an important factor in tourist propaganda 
in all countries and appeals to buyers of all 
nations, 

“Rosenberg works according to a care- 
fully conceived plan, based on commercial 
considerations. He consciously prefers clear 
horizontal and vertical effects and avoids 
confusing cross-lines. He has preference for 
the symmetry of the series, repetition of the 
same goods to deepen the impression, as it 
were to preach the gospel of the goods. 

“It is not difficult to trace a direct con- 
nection between the modern picture of still 
life or massed objects and Rosenberg’s win- 
dow displays. Here, as there, the mnemonic 

[Continued on page 32] 
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MORE THAN EVER. NOW? 


It was my privilege to talk before the 
chamber of commerce of Urbana, III., and 
the chairman, not knowing me very well, 
introduced me as an expert and naturally I 
immediately swelled up. The speaker fol- 
lowing, however, upon getting to his feet, 
said that his definition of an expert was just 
an ordinary everyday man a long ways from 
home. That wasn’t so bad, but riding home 
on the train that night I happened to be 
seated with a professor of mathematics of 
some university and we again discussed the 
word “expert.” He told me that they had 
been asked at the university to analyze what 
expert really meant, and that after a careful 
analysis, study, and research they had come 
to the conclusion (being mathematicians that 
they were) that if all the experts in the 
entire world could be laid end to end, it 
would be a darn good thing. 

It is written in the Good Book in the first 
verse, seventh chapter, St. Matthew, “Judge 
not that ve be not judged.” Still that is so 
easy to do among the human race. It is so 
easy to find fault with our fellowmen and 
their efforts. We don’t know why, but we 
just want to find fault and criticise. I come 
to you not to criticise you nor your efforts, 
for it wou!d be quite presumptious of me in 
my position to do that. But I come rather 
as one of you—one interested intensely in 
the welfare and future possibilities of the 
displayman, the display profession, and tre- 
mendously interested in the opportunities 
which the business world holds for those 
who ase putting their sincere effort into the 
work. Certainly nothing can be more im- 
portant to the displaymen than their own 
personal future and the future of the profes- 
sion. And so, I have chosen as my subject 
Y-O-U, You. 

Someone once said that “the world must be 
reminded as well as informed.” And as I 
stated at the beginning, I am not going to 
criticise you, but merely remind you of those 
things which you already know. I shall try 
to remind you in a very elementary way of 
those fundamental principles which contrib- 
ute to the welfare of your city, your com- 
munity, your state, and the nat.ion itself. 
And, the things that I am going to talk to 
you about are things that cost you positively 
nothing; they are free, they are tools to 
work with, and I know that you will be in- 
terested in the fact that they really are 
“free.” There are only a few (a very few) 
necessary elementary steps and I am going 
to talk briefly about each one of these steps. 

1. Character. Character is most essential 
to anyone’s success regardless of what his 
profession or business may be. The very 


character of a man actually portrays itself 
in his work. That is true in any line of busi- 
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ress and is especially true in display. Sta- 
tistics, charts, plans, policies, and ideas are 
all very necessary, but without character 
very little else counts. All of us know that 
without character we can not attain success. 
This doesn’t just mean your own personal 
habits (that counts only for a small part), 
but the very character of your displays, your 
organization, the policy of the institution, 
and, in fact, everything must have character 
of high caliber. Therefore, guard your char- 
acter and consider it seriously. 

2. Personality. Next in line, and very 
closely related to character, is personality. 
Personality plays a most important part in 
building character. The very fact that a 
man possesses qualities of personality makes 
it easier for him to win many points with 
those with whom he comes in contact. Open- 
mindedness has a great deal to do with per- 
sonality and helps us get ideas that build 
and strengthen our positions. It is always 
a pleasure for people to do business with 
those they like. The man with a poor per- 
sonality is playing the game against odds. 
J. H. Hudson, a very good friend of mine, 
makes the following statement: 

“Nobody likes a crab. The only place 
for a crab is in the icebox and the greatest 
difference between a human crab and one 
of the seashore variety is that a sea crab 
occasionally backs into its shell while a 
human crab stays out on the public high- 
way and blocks traffic.” 

So watch carefully this trait called per- 
senality and once in a while smile—be a 
good fellow—build personality. 

3. Appearance. While it is true that 
clothes do make the man, a neat appearance 
does play an important part toward making 
your position in your organization (or in 
your community for that matter) recognized 
by your employer and the general public. 
Certainly if you take no personal pride in 
your appearance you can not expect to get 
the right kind of recognition and resy:ect. 
Don’t be extreme with your dress, but at 
least you can be neat and clean. And re- 
member that it is the first impression that 
is the last one and carries with it distinc- 
tiveness and significance. When applying 
for a new position, or in attempting to main- 
tain your present one, just remember that 
appearance does mean a great deal. 

4. Knowledge. Too often men feel that 
because they have been in a certain business 
or certain profession for a definite number 
of years that that is sufficient to make them 
successful. The fact is that for the very 
reason that they have been in the profession 
for so many years and have not obtained 
success indicates, perhaps, that they do not 
know their job. It is necessary and so essen- 


tial that a man profit by his experience so 
that he can put his knowledge to practical 
use if he would attain the ultimate goal. 

A short time ago a friend of mine was 
elected to the vice-presidency of a rail- 
road. Shortly afterwards he was making a 
trip over the holdings and at one of the 
division points he got out of the train and 
walked around the station. The division 
manager pointed out an old man to him and 
said: “See that old man over there? He 
has been with this company for fifty years.” 
The young vice-president said: “I certainly 
would like to meet him.’ They walked over 
to the old man and the vice-president was 
introduced to him. The vice-president asked 
the old gentleman how long he had been 
with the company, and he replied: “Fifty 
years last August.” The vice-president then 
said to him: “Do you actually mean to tell 
me that you have been in the employ of this 
company for fifty years?” The old man re- 
plied in the affirmative. The vice-president 
then asked him, “What is your job?” The 
old man replied that every morning when 
No. 27 pulled into the station and every eve- 
ning when No. 28 pulled in that he walked 
up one side of the train and down the other 
side tapping the car wheels. The vice- 
president then asked him: “And why do you 
tap the car wheels every night and morn- 
ing?” And the old man replied: “I'll be 
darned if I know.” So often I think that 
not only men in the display profession but in 
any line of business are “tapping car 
wheels.” Let’s get away from this old daily 
grind of routine, expand your knowledge— 
absorb new ideas—listen and learn. 

5. Experience. Webster defines experi- 
ence as “knowledge gained by trial prac- 
tice.” I do not believe we could improve 
much upon this definition, for experience 
is nothing that can be handed to a man; 
neither can it be purchased at any price. 
Naturally experience is the foundation upon 
which .success, to a certain extent, is built. 

So often we hear it said, “Well, he got 
all the breaks,” and many times that is true; 
but remember, you must be capable cf han- 
dling the breaks when they come your way. 
3reaks generally come to those who are pre- 
pared. A background of experience and 
willingness to learn more about other de- 
partments as well as your own prepares you 
and paves the way for greater responsibili- - 
ties. Success depends largely upon your ac- 
complishments and accomplishments come 
from actual experience. 

6. Ability. Ability naturally comes from 
experience and from your association with 
other people. It is just as important that 
you come in constant contact with people 
who have made a success in any line of 
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business as it is for you to keep in constant 
touch with men in your own particular field. 
Your ability to assume responsibilities and 
then to see that the job is carried all the 
way through is in reality the stepping stone 
to a greater position. Know your job thor- 
oughly and keep learning more as you go 
along. 

Ability to know all the little details is so 
important—copy on cards and posters and 
advertising. I noticed recently on some pos- 
ters in a display winfow, where apparently 
the displayman had but very little ability, 
such copy as the following: * “Women’s 
Dresses Half Off,’ “Men’s Pants Way 
Down,” “We Stand Back of Every Bed We 
Sell,” etc. Watch the details of all branches 
of your work. 

7. Confidence. Naturally we must have 
confidence in ourselves. We must have con- 
fidence in our superiors and we must have 
confidence in those with whom we are work- 
ing. We must have confidence that our posi- 
tion, or our profession, is the one that is best 
suited for us so that we can put our whole 
heart and soul into the job. You must have 
confidence in your association, your local 
club, and in the future of the profession. 
You must have confidence in the manufac- 
turers with whom you are doing business, 
and they in turn must have confidence in 
you. 

8. Courage. Here’s where I believe most 
of us fail. We do not have the courage to 
fight for our own rights; neither do we have 
courage to face obstacles when they present 
themselves. Too often we become dis- 
heartened because the other fellow (seem- 
ingly) is passing us up. Too often we feel 
that we are being trampled down by our 
superiors and we do not have the courage to 
stand up for our own convictions day atter 
day and year after year. 

9. Optimism. I know it is a tough job 
to be optimistic when things seem to go 
wrong on every hand, but it is the only way. 
I am going to illustrate what I believe is 
real optimism, by a very simple illustration. 
Most of you remember the old-fashioned 
well in the country with a canopy built over 
the top, with a large wheel built under the 
canopy. A chain ran over this wheel and 
a bucket was attached to each end of the 
chain. As one bucket went down empty, the 
other bucket would come up full. 


One of these buckets that 1 am referring 
to was an optimist and the other a pessi- 
mist. As the pessimistic bucket passed the 
optimistic one in the middle of the well, he 
constantly complained and would say, “No 
matter how full I come up, I always go down 
empty.” But the optimistic bucket took an 
entirely different view of life, and when he 
passed the pessimistic bucket in the middle 
o! the well, he only laughed and said, “No 
matter how empty I go down, I always come 
back full.” 

So let's take the optimistic view of our 
positions and work toward the goal of being 
successful. Optimism alone can not win, but 
it can go a long way towards helping to be 
successful. 

10. Cooperation. Very closely related to 
cooperation is coordination. In fact, the two 
mean practically the same thing, for it is 
proven beyond a doubt that if we do not 
have coordination of effort by all concerned, 
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certainly we can not expect to have coopera- 
tion. I know that these words have been 
used and misused to the point where they 
have almost lost their real meaning. How- 
ever, we must all admit and bear in mind 
that it is most important, regardless of what 
the activity may be, that without cooperation 
the job becomes a real task and has much 
to do with a man’s becoming dissatisfied 
with his position, and has a tendency to 
retard his promotion. And right here is 
where the manufacturer comes in. At this 
point we must have the clearest demonstra- 
tion of cooperation. Certainly we need 
manufacturers and most assuredly the manu- 
facturers need the displaymen. I know it is 
an old bromide to say that “A house divided 
against itself can not stand” and “In unity 
there is strength” and “Team work wins,” 
but the fact still remains that those things 
are the exact truth. 

Speaking of team work I am reminded of 
an old lady who only had two teeth (one 
up and one down) but she always said, 
“Thank God they hit.” There was a true 
spirit of team work between those two old 
teeth; without team work and without co- 
operation the old lady would have been in a 
bad fix. 

11. Sticking to the Job. I do not mean by 
this that a man should get a position and 
hang on to it forever, unless he really is 
accomplishing success and is receiving rec- 
ognition of his ability. I do believe that too 
often we are inclined to think that the grass 
is just a little greener in the other fellow’s 
yard, and we become restless and dissatis- 
fied and start out to find a new position 
or start a new type of business. We find 
that when we are on the new job that our 
problems are practically the same as they 
were on the old, and we have the same bat- 
tles to fight that we had before. 

In an analysis of some thirty-five stores, 
I discovered that men in various positions 
were always looking for something else. I 
found that the displayman wanted to be an 
advertising manager, and that the advertis- 
ing manager wanted to be the merchandise 
manager. I found that the clothing salesman 
wanted to be a soda jerker so that he could 
have all of the Coca-Colas and ice cream 
free, and the cigar salesman wanted to be a 
department store manager. I found that the 
dector wanted to be an insurance agent, and 
the insurance agent wanted to be an under- 
taker. I found that the hardware salesman 
wanted to sell fashions and that the fash- 
ionist wanted to be a truck driver, and so 
it is through the entire business world. 


It reminds me of the story of the dog that 
went out every morning to catch a rabbit for 
his breakfast, but each time, just as he was 
about to catch the cottontail he was running 
after, a jackrabbit would jump out from the 
roadside and the dog would start after him. 
Just as he was to make this catch another 
rabbit would come out of the side of the 
road and away he went after this one. He 
kept this up all day long, just in sight of 
success and a good, big- meal, and another 
chance presented itself, looking better to him, 
and away he went. At night he came back 
home panting, tired and hungry, a complete 
failure as far as making his catch was con- 
cerned. 

I want to warn those of you or those 


within your organization that are always 
looking for another job without any apparent 
reason, that you must be careful so that at 
the end of your business life you will not be 
hungry, dissatisfied and discontented with 
what you have done and accomplished. On 
the other hand, it does not mean that you 
should lie dormant in your present position, 
but that you should constantly strive for 
something better in line with that position, 
or seek something else that you know defi- 
nitely holds a better future for you. 

12. Affiliation With the I. A. D. M. I am 
going to dwell on this subject but a min- 
ute. Those of you who are associates appre- 
ciate what the work of the association has 
done. I believe that all of you appreciate 
the sacrifices that have been made, not only 
by officers of the association from year to 
year but by others, including manufacturers 
and salesmen who have had the success of 
the display profession uppermost in their 
minds. These men have given, and are will- 
ing to continue to give, of their time and 
money and I consider it a real privilege to 
be a member of this great association. I 
believe that with all of your earnest coopera- 
tion that this association is destined to be- 
come one of the great promotional associa- 
tions of the country and its influence as a 
goodwill builder and an actual sales medium 
will receive world-wide recognition. There- 
fore, it behooves every one of us to do what 
we can to promote the association, to stand 
back of the officers, and to lend moral and 
financial support to its uplift and to see it 
accomplish the great things that we expect 
it to accomplish. 


13. Duty to Your Club. Whether it be 
the international association, the state asso- 
ciation, or the local club with which you are 
affiliated, it is certainly your solemn duty 
and obligation to promote the welfare of 
the same. I can not conceive any wide- 
awake displayman not being willing to give 
of his time and effort to help this cause 
along, for while it is unselfish, to a certain 
extent, the success of the organization re- 
flects itself favorably in your activity with 
the profession and benefits you greatly. 

I have attended meetings in various or- 
ganizations other than display clubs where I 
have heard men’s names mentioned as being 
members of the committee who were respon- 
sible for the success of some activity and I 
have actually seen them cringe when their 
name was mentioned. Generally because of 
the very fact that they had nothing, or at 
least very little, to do with its success. I 
hope that in this great association of ours 
that everyone is doing his small part to pro- 
mote the welfare of his club. 

If the association did nothing but identify 
you with the club and the club received pub- 
lic approval, which it does, it would be worth 
while. If it did nothing but make you men 
get together occasionally at meetings of this 
kind and permit you to rub elbows with your 
fellowmen (both manufacturers and display- 
men), and others as well, and exchange ideas 
of common interest, it wouid be worth while. 
If it did nothing but let each one of you 
have an opportunity to do your small part 
itt making the club a success and have a ten- 
dency to make your town a better place to 
live in, and your profession better to be con- 
nected with, it would be worth while. 
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Development of a Versatile 
Display Technique 


The development of display versatility 
should begin with the interest of the indi- 
vidual in display. No displayman can truly 
consider himself successful until his every 
display reflects newness and change. The 
atmosphere of change, as it is employed in 
the development of sales displays, isn’t al- 
ways so refreshing, but freshness in even 
sale displays can be achieved. Where the 
displayman encounters a fashion problem, 
the question of versatility is much earier to 
achieve—the very goods to be displayed in- 
spire ideas, and a complete change of tech- 
nique is inevitable. 

I am of the opinion that the reason so 
many displaymen find display versatility 
elusive lies not so much in their failure to 
create new ideas, but in their failure to com- 
prehend correct display presentation. Cor- 
rect display presentation is usually the re- 
sult of anumber of different factors: (1) The 
correct background; (2) the correct arrange- 
ment of goods; (3) the correct blending of 
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background and display; (4) the correct use 
of color; (5) the correct use and introduc- 
tion of accessories; (6) the correct identi- 
fication of merchandise. There are any 
number of display details which are of great 
importance in the correct presentation of 
goods, but as they come under the head of 
the six fundamentals just listed the display- 
man isn’t very apt, if he appreciates the im- 
portance of the fundamentals just listed, to 
overlook the smaller things. 

Several times a year most prominent 
stores present seasonable opening displays. 
These displays always present new fashion 
merchandise and new fashion backgrounds. 
Displaymen work very hard in the develop- 
ment of new backgrounds, and if these fash- 
ion backgrounds aren’t compelled to do 
fashion and sale displays without appropri- 
ate change the backgrounds are usually suc- 
cessful. But how many fashion backgrounds 
are compelled to also merchandise sale dis- 
plays with coordination of effects given no 





consideration? The countless mediocre dis- 
plays viewed in most every town are usually 
the result of such unsuccessful combination 
of effects. 

Or if the displayman has created a fash- 
ion background that can be successfully 
adapted to the display of sale merchandise, 
the displayman fails to follow sound window 
merchandising principles and the resulting 
displays are lacking in harmony. A fashion 
background consisting of an elaborately de- 
signed formal interior will be seen several 
weeks following its initial appearance pre- 
senting a sale display of house frocks, or a 
smartly conceived exterior display will 
shortly present an intimate presentation of 
lingerie. It is such displays as those just 
mentioned that make display appreciation 
difficult. 

I believe the trend is toward simplified 
displays. I think 1934 and 1935 will wit- 
ness the development of background ideas 
whereby the displays to follow opening pres- 
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—The Knox hat display pictured on the 
opposite page shows an interesting develop- 
ment of a mechanical-symmetry set-up. The 
center group, consisting of background, five 
heads, two hat boxes and sign, are flanked 
on either front by two identical groups. The 
angles in each group are duplicated— 


—In the Holeproof Hosiery display, the win- 
dow background presents a simplified ar- 
rangement of panels, while the hosiery back- 
ground consists of a Holeproof screen. Like 
the millinery display, this display is also 
developed along mechanical symmetry prin- 
ciples, but the technique is quite different— 


—The Derby window in the center of this 

page presents one of Merrill’s most success- 

ful displays. The background represents a 

map of Louisville territory. It shows 

Churchill Downs, Cherokee park, the Ohio 

river, the city. The figures display appro- 
priate sport costumes— 


—At the bottom of the page is a handker- 

chief display, also merchandised along 

mechanical symmetry lines. The _ back- 

ground, being of a neutral color, forms a 

most pleasing canvas for the presentation 

of handkerchiefs displayed on black panels 
and boxes— 


entations will be merchandised in complete 
harmony with background and display ef- 
fects. Where the background follows sim- 
plicity of design, the merchandise arrange- 
ment, be it sale or fashion display, can be 
harmonious. By the clever introduction of 
incidental decorative effects—or their elimi- 
nation—appropriate presentation of decora- 
tive display can result. I take it for granted 
that the displavman will know how to 
achieve appropriate display and background 
coordination. Versatility will play an im- 
portant role in such coordination. If the 
displayman appreciates display fundamen- 
tals, the line and form of the display, as 
well as the balance, angles and color, will 
reflect an harmonious combination. 

Why is it that so many displays are mer- 
chandised with no evident consideration for 
color? Dark merchandise will be featured 
in front of dark backgrounds; light mer- 
chandise being featured in front of light 
backgrounds. If the displayman has achieved 
a perfect blending of effects, such arrange- 
ments can be very effective; but where the 
merchandise fades into the background, cus- 
tomer appreciation is almost impossible. 
Why is it that we view so many displays 
where correct color appreciation of back- 
ground and merchandise, and merchandise 
and accessories, is lacking? 

The most abused display fundamental is 
usually found in the presentation of acces- 
sories. If the color presentation is correct. 
the method of presentation is flat, uninter- 
esting and unattractive. Display versatility 
has seemed to forget the necessity of change 
where accessories are concerned. They are 
usually presented in the way they have ap- 
peared in many previous displays. Custom- 
ers will never find display versatility in 
such arrangements of accessory items. 
Freshness can be created, but not so long 
as the same methods are employed in the 
presentation of goods. 

The question of merchandise identification 
needs no comment. Here again the com- 
plete lack of versatility is only too evi- 
dent. We seem to be content to use the 
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same old methods of merchandise identifi- 
cation that have been used for years, the 
only recent change being in the development 
of cut-out effects. And, where most cut-out 
effects are used, the effects have nothing in 
common with the arrangement of the dis- 
play. Displays merchandised with three en- 
tirely different techniques employed for 





presentation of effects aren’t in the minority 
—they’re in the majority. A fashion back- 
ground intended for formal display will pre- 
sent an informal arrangement of goods 
which will be identified in a manner quite 
unbecoming either merchandise or back- 
ground presentation—and we consider the 
display versatile! 
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Here’s Another Advertisement 


Display Cue 


DISPLAY WORLD BACKGROUNDS 


The February issue of DISPLAY WORLD 
witnessed the inauguration of our new series 
of display articles dealing with the possi- 
bilities of adapting a newspaper advertise- 
ment for window presentation. In our first 
article we spoke of the ali too apparent lack 
of display appreciation for this virgin field 
of display ideas. And considering the possi- 
bilities of the field, it is difficult for us to 
understand this lack of appreciation. The 
first requisite of a window display is to at- 
tract favorable attention; therefore, why 
ignore the possibilities of any field? 

In the past, display appreciation of adver- 
tisement adaptation has, in most instances, 
confined itself to the use of heads. An ad- 
vertisement will contain some prominent 
head—we shall say, Tenth Birthday Sale— 
and the displayman by reproducing that head 
in bold cut-out letters and placing it across 


his background seems to believe that he has 
effected a complete tie-up between news- 
paper advertisement and window display. 
Or, a newspaper advertisement will contain 
a modern illustration; so the the display- 
man enlarges the illustration, places it in the 
center of the window background and then 
forms the conclusion that he has effected a 
complete tie-up of advertisement and display. 

Effective presentation of newspaper adver- 
tisements and window displays aren’t as 
simple as that. The means suggested are 
important factors in the presentation of 
newspaper and window tie-up, but such dis- 
plays can not be successful because they fail 
in effecting a complete reproduction of ef- 
fects. We do not mean that a newspaper 
advertisement should be enlarged and placed 
in the window for most effective display; we 
mean that the display thought, as presented 
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WOOLENS ARE HAVING a great time down south. 


the new Hamilton sportswear fabrics. 


shades. 


Luxurious crepes in plain and novelty weaves. 


... they're popular priced for volume producers. 
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When spring comes around, women all over the country 
will be wearing wool sportswear. That sounds pretty big, but 
have you seen the new woolens? And have you noticed how fashion 
has taken to them? After all, colorful lightweight woolens are 
perfect for sporty dresses, suits, jackets, skirts. @ @ Take-a look at 
Soft-textured, refreshing 
weaves. They look smart. And it's easy to do smart things with 
them. Full-bodied flannels in whites, creams, pastels and brilliant 
Striking 
fancies in checks and plaids. And the beauty of them goes further 
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in the advertisement, must be incorporated 
in the display if the display is to effect ad- 
vertisement appearance. The customer, on 
seeing the display, should recall the adver- 
tisement immediately; or the customer, on 
seeing the advertisement, should recall the 
display. 

Let us consider, for just a few moments, 
the development of an advertisement display 
—you will recall, last month, that we said 
it didn’t matter where the advertisement ap- 
peared; the important consideration is the 
display adaptability of the advertisement. 
(Just because a certain advertisement hap- 
pens to appear in a trade paper is no reason 
why it shouldn’t be adapted for window dis- 
play use, or just because an advertisement 
appears originally in a trade paper is no 
reason why the same advertisement idea can 
not be adapted for newspaper presentation.) 
The advertisement suggested, this month, ap- 
peared in Women’s Wear—we credit Hamil- 
ton Woolen Co., Inc., for the fine advertise- 
ment. 

The original advertisement suggests “The 
3 Angles on Spring Sportswear—Flannels ! 
Crepes! Fancies!” All right, what is the 
display thought? Isn’t it: Three angles? 
That being the case, we develop the three- 
angle theme—it is certainly very apparent 
in the advertisement, and it should be just 
as apparent in the display. The display can 
be developed in several different ways, but 
the most apparent and the easiest to arrange 
is the display plan suggested here. The 
original illustration will be incorporated in 
the display, and as it is much easier to bal- 
ance a display that has four points of inter- 
est with a staggered or unbalanced arrange- 
ment, we develop our display along the mod- 
ern “stair-step-perspective” fundamental— 
reference, the Window Display Manual. (To 
DISPLAY WORLD readers who under- 
stand these fundamentals, the use of the 
stair-step principle with perspective intro- 


—The advertisement reproduction on the 
left presents the display idea for the 
window featured on the opposite page. 
The advertisement appeared, originally, 
in Women’s Wear, as an advertisement 
for Hamilton Woolens. The display idea 
is so evident and so superior that, even 
though we suggest its use for spectator 
sportswear, we also suggest the develop- 
ment of a fabric display— 


—The top drawing on the opposite page 
shows the introduction of the original 
advertisement idea in a window display. 
The reader will have no trouble follow- 
ing the development of the window pres- 
entation. The sketch immediately below 
the window background shows the ar- 
rangement of the window, or the fixture 
set-up. 
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duced to obtain balance, the result is obvi- 
ous.) 

The “three angle” theme is presented in 
every phase of the display. (1) We have 
presented the display—for best visibility—on 
three platforms; (2) we have used the tri- 
angle, as suggested by the advertisement, for 
background presentation of merchandise; 
(3) we have introduced three cards for mer- 
chandise identification on the extreme left 
of the window. The cards are presented on 
three column uprights, presumably metal or 
wooden moulding. (The three small tri- 
angles on the three large triangles need not 
be used for merchandise identification; we 
have suggested their placement should the 
displayman feel additional positive identifi- 
cation necessary.) Do not remove the three 
triangles as suggested on the extreme left 
of the display; if these triangles are re- 
moved, the display will have a tendency to 
become side-heavy—reference the Window 
Display Manual. These three triangles 
achieve that necessary balance. 


Three additional triangles appear on the 
platforms. The merchandise will be shown 
on the triangles. In the sketch showing the 
fixture arrangement of the display, we con- 
tinue the theme of 3. The large circle repre- 
sents a costume form; the smaller circles 
represent hat or accessory stands. The 
circle in dots indicates the position of an 
additional form should the display feature 
more merchandise—it shouldn’t be necessary 
to include this additional form, unless for 
subsequent displays. Merchandise accesso- 
ries should include such items as gloves, 
shoes, hosiery, millinery, bags. 

The merchandise must be arranged ac- 
cording to types of goods: Flannels, crepes, 
fancies. One type merchandise will be fea- 
tured on each platform. ‘For positive identi- 
fication cut-out letters spelling the different 
materials can be placed at the top, left-hand 
corner of each triangle. 

For the most effective presentation of mer- 
chandise, we suggest the use of the three 
most important spring shades—one platform 


to feature a color. The background will be 
designed in one color; the background color 
must be neutral to best present the various 
spring colors. A good color would be sand 
—gray is a little too cold for spring. The 
entire background can be developed in black 
and white, or silver and black. A dark color, 
if black isn’t used, must be used to effect 
merchandise concentration. The merchan- 
dise, as it is displayed on the platforms, 
should be spotted by heavy illumination; a 
spotlight will be directed on the three cards 
at the extreme left of the window. 

This display set-up can be used to excep- 
tional advantage for a spring presentation 
of fabrics. The same arrangement of mer- 
chandise would be followed, the only differ- 
ence being that forms wouldn’t be used in 
the display, unless a form-drape were fea- 
tured in the center of each triangle. The 
fabrics would be displayed flat on the tri- 
angles, with the goods gathered in at the 
bottom and fanned out at the top,effecting 
a triangle. 
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Retail Store Promotions 











1 Told You So, Watson— 
There ARE Four More 
Threads to the Inch!” 


But We Knew All Along That CAST IRON 
SHEETS Were Really Very Superior! 


But, just for the fun of the thing, we had Cast Iron 
sheets tested—and in every single instance they sur- 
passed the rigid specifications Uncle Sam’s Bureau of 
Standards set up for high-count sheets. Come in and 
inspect them for yourself. See the chart of Uncle 
Sam’s specifications, the record Cast Iron sheets made 
in the test. 


Sizes 63x99 and 
72x99 Inches 
Sizes 72x108 and 
81x99 Inches 


$1.00 


$1.18 
Cast Iron 42x36-Inch Cases, 35¢ Each 


‘y McALPIN’S 


47 WEST FOURTH STREET Telephone: MA 4400 








By HOWARD WILLIAMS 
McAlpin’s 
Cincinnati, Ohio 


It is essentially important today to closely 
coordinate the publicity units of a depart- 
ment store so as to produce a uniformity of 
action in the staging of various merchandis- 
ing promotions. Like the concerted force of 
heavy artillery, light artillery and infantry 
fire in the opening of an attack, is the com- 
bined activity of releasing simultaneously 
newspaper advertising, window and interior 
display, posters and signs manifesting the 
same idea. This is the essence of merchan- 
dise exploitation in cold, clear logic. 

In most instances where merchandise pro- 
motions are properly timed, carefully selected 
and wisely offered at prices that are gen- 
erally acknowledged to be right, the cus- 
tomer will respond promptly, and the pro- 
motional feature will click surprisingly well. 
There is, in my opinion, no surer formula or 
better merchandising strategy than that told 
above when a method of presentation of 
merchandise is sought in the form of pro- 
motional media. 

I might at this initial juncture stress the 
value of window display which the average 
manufacturer, who is interested in helping 
retailers present his products, passes by 
without the necessary and proper considera- 
tion of its true value. According to survey 
statistics the average store devotes 985 
square feet to its display front out of an 
average total of 52,223 square feet for the 
entire store. To some, these figures reveal 
nothing in their particular case, but they do 
show that apparently 1/53 of the average 
store’s space is devoted to window display. 
That amount of space must do the man- 
sized job of showing what the store has to 
sell to the public. 


It is true that the newspaper advertise- 
ment does an inestimable degree of good 
work, but its intrinsic value is over rather 
than under-rated. That, however, is not the 
case with window display, for it is generally 
found that an awakening is needed in most 
instances as to the merchandising value of 
these powerful media of sales. 

McAlpin’s, Cincinnati, has done an out- 
standing job in the proper featuring in a 
number of instances of the efficient and ef- 
fective methods of promotional merchandise 
tie-ups. The advertising, display and sign 
departments have united on these occasions 
of presentation to produce the needed sales 
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punch that not only produced customer re- 
sponse but aroused competitive attention in 
the city in which the store is located. Spe- 
cific instances were the presentations of 
Frigidaires in the month of August, Merville 
hosiery, Cast Iron sheets and many other 
items that were of a promotional nature. 
These events speak for themselves. Of 
course, we may attribute the success of these 
various promotions to the method in which 
they were initiated and presented through 
executive foresight. 

I am especially interested in bringing 
home the point that of the publicity em- 
ployed by a store the show window needs 
more attention that has been given it in 
previous years. The reasons for this needed 
attention are: First, because merchandising 
has become more intricate; second, because 
the merchandising effectiveness of the dis- 
play window has not been fully developed 
in most cases; third, the inherent qualities 
possessed by the show window and not 
possessed by other publicity media are not 
known because of lack of information on 
the subject or lack of careful analysis; 
fourth, considering the number of persons 
passing your store daily, the average cost 
per thousand circulation amounts to slightly 
over one dollar, making the display window 
the cheapest medium of customer contact 
available. There are many other reasons too 
numerous to mention illustrating the point 
that the window display is closer to the 
affectation of immediate purchase than other 
forms of sales publicity. 

Thus, every cent appropriated to well-mer- 
chandised windows will provide returns that 
are unquestionably an asset to your business. 
It is necessary to select competent men in 
the planning and execution of promotional 
work and to have a display manager who 
combines merchandising, business and art 
with a skill that the delicacy of his work 
requires. These men should conceive and 
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foster ideas of originality that are valuable 
to your business. 

Ideas! There are thousands. The world 
revolves around them—so does vour busi- 
ness. The mental apprehension of the artist, 
the builder, the military strategist and the 
merchandise manager, and all who aspire 
to production or conquest must base their 
accomplishments upon the foundation they 
themselves provide. It is extremely impor- 
tant to bring new publicity ideas constantly 
into play, conceive new ways of merchandise 
exploitation and build your business con- 
stantly upon carefully conceived promotional 
ideas. 

I heartily recommend closely coordinated 
store promotions as the most resultful form 
of display technique. 
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CAST RON SHEETS 


BUY YOUR SUPPLY now! 





SIZE 72x 108 ; 
81 x 99 H 


—tThe illustration at the top of the opposite 
page shows Williams’ display introducing 
the figure developed for the advertisement— 


—The newspaper advertisement responsible 
for the development of this series of dis- 
plays is also shown on the opposite page— 


—tThe table display of sheets shows how the 
advertisement illustration was continued on 
the table signs— 


—Even the departmental and store event 
signs continued as “I Told You So, Watson” 
legend— 


—While the ledge displays in the white 

goods department retold the story already 

presented in the newspapers, in the windows, 

in the various other store departments, and 
on the tables— 
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Hitting On All Eight? 


By ELTON PEASE 


President, Standard Show Card Service, Inc. 


Intelligent selling doesn’t increase the 
profit, but it does increase customer satis- 
faction. I don’t care how high the quality 
of merchandise, the satisfaction on many 
store items depends upon the purchasers’ un- 
derstanding of its use. Before the customer 
leaves the store be sure that she, or he, 
knows how to obtain the satisfaction you 
have guaranteed. Intelligent selling will 
bring customers back again. Remember, that 
the old customers are the gold of the busi- 
ness. It is easier to keep old customers 
than to get new ones. Never let a customer 
quit without finding out the reason why and 
then take measures to prevent another cus- 
tomer quitting your store for the same 
reason. 

I don’t care how much money you spend 
on advertising, how fine your stock of goods, 
how outstanding your values, how well 
trained your sales people, unless the appear- 
ance of your store is modern and attractive 
hundreds of dollars are wasted in adver- 
tising and hundreds of prospective custom- 
ers slip by the door of your store. 

The chain stores fully realize the impor- 
tance of a bright, clean, modern, attractive 
store front, and yet so many individual mer- 
chants still occupy old, dirty brick build- 
ings—high “Model T” type of windows with 
poor division glass—large posts that obstruct 
the view and interfere with the trimming. 
The store front is dirty, the wall signs are 
dull and weather beaten, the electric signs 
are antique and not even bright enough to 
attract bugs at night, to say nothing of 
customers. The awnings are dirty and torn, 
sidewalks are not kept clean and repaired. 
How in the world can you expect people to 
patronize this uninviting type of store in 
preference to the store that allows nothing 
to mar its attractiveness and “customer ap- 
peal ?” 

Tomorrow when you come to work, look 
your store in the face. The trouble with 
most merchants is they sneak up on their 
store. Come to work from the other side 
of the street for a few days—stop, look, 
think—is’ it the kind of store that would 
attract you if you were “out shopping?” 
Now, walk right straight across. Is there 
anything about your store front that isn’t 
clean, bright and modern? Open the door. 
Now check up again. Maybe one reason 
business isn’t better is your fault. 

Does your store front reflect an up-to-date, 
well-stocked, neat, clean, bright, modern 
store? And, if so, is that the kind of store 
one finds upon entering? Is the door easy 
to open? And, what is the customer’s first 
impression? Does she say to herself: “My, 
what a nice store.” Or, “My gawd, what a 
dump.” She won't tell you, but the cash 
register will tell you. 

Does she instantly have the feeling that 
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it’s a genuine pleasure to shop in your store? 
Is the store clean, bright, properly heated, 
properly ventilated, high ceilings, neat stock 
arrangement, everything departmentized, 
modern fixtures, open displays, wide clear 
aisles, clean floors, everything price marked 
with feature displays here and there to help 
her shop seasonal merchandise—tables and 
cases free from dirt and dust. 

Are employees alert and ready to greet 
every customer as an invited guest, or does 
she find herself in that old four-cylinder 
store, where she has to cough or kick some- 
thing “accidentally” before somebody “slow 
motions” up to her and then fumbles around 
shifting cartons, opening cases and drawers 
trying to find something he knows he has, 
but doesn’t know just where it is and finally 
has to explain to Mrs. Customer that it must 
be all gone—-only to see her head for the 
chain store to satisfy her needs—and then 
wonders why people don’t patronize the “in- 
dependent store” and keep the money in the 
home town. An extreme example, no doubt, 
but the comparison is there to a certain ex- 
tent. There is no place for that type of 
store today. 

Planned Selling. One of the most impor- 
tant cylinders in the new motor of mer- 
chandising is planned selling. I wonder how 
many of you men have outlined your selling 
schedule for the next few weeks. Do you 
know the sales plans and selling schedule 
of every chain organization are worked out 
from two to six months in advance and 
every store manager is forced to follow. that 
selling schedule and program. Let me point 





THE EIGHT CYLINDERS 
OF SELLING 
| 


The selection and salability of 
merchandise 


2. 


Store organization and personnel 


3. 


Store appearance—inside and outside 


Planned selling 
Selieibilin 
Window Displays 
Ree ee 


8. 
Survey and customer contacts 








out the reasons why planned selling means 
more profit. Have you ever gone out for an 
automobile ride with no particular place in 
mind? The trip held no particular interest, 
you simply coasted along, and naturally ran 
up a few miles. But, how much more ground 
you cover and how much more interesting 
the trip when you are really going some- 
where. The same is true in business. When 
you follow a selling schedule each week, 
business holds new interest, you study your 
stocks, you “think” up ways and means for 
advertising, display, and week by week you 
study the selling points of the various items. 
You are always prepared to display and sug- 
gest related items and by planning in ad- 
vance you have ample time to see that stocks 
are complete. Planned selling forces sales 
concentration and advertising coordination. 
That’s the real reason for planned selling. 
Your newspaper, direct-by-mail, windows, 
interior displays and personal sales effort is 
“hitting on all eight’—it’s perfect teamwork 
and teamwork will always win in business, 
in sports, in the home. 

Plan your selling schedule by season, make 
your displays well ahead of time. During 
off seasons, feature staple items. Two or 
three times a year feature a price event. In 
fact, try to have one or two leader items 
for every feature week, but be sure these 
items do not beat you out of higher-priced 
sales and don’t ever let any item be of poor 
quality. A leader is not a cheap item—its 
purpose is to establish your store as a value 
store. There is no value whatsoever to 
merchandise of inferior quality. I don’t care 
how small or large your store, your city, or 
your volume of merchandise, planned selling 
is absolutely essential today to get the most 
sales. Its usefulness and practicability is 
not affected by business conditions. People 
are spending money today. The Scotchmen 
are spending as much as they did in 1929. 


Planned selling is like golf: When you 
drive off you are “planning” on getting a 
three, four or five, whatever the par may 
be. You have an objective. But suppose 
there was no “fixed” score for the hole. 
You'd dub along and what a score you 
would have. But, you’re shooting for some- 
thing, you study the shot, you put real ef- 
fort into every shot, you line up your putts, 
you study the roll of the green, and when 
you’re in trouble how you want to get out 
because you’re working to accomplish a plan. 
Don’t dub along. Plan a schedule and you'll 
find business more interesting and more 
profitable. 

Advertising.—This is a three-day subject 
in itself. But let me say one thing—if busi- 
ness ever needed advertising, it needs it 
tcday and it needs a good job of advertis- 


[Continued on page 29] 
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How 
t=2 cent 
A Day 
Gave 
Fd 
A 


AD% 
Sales 
increase 


By N. W. TOWNSEND 
General Electric Co. 
Nela Park 
Cleveland, Ohio 


There is no doubt in the 
minds of most aggressive 
dealers that display win- 
dows, wisely used, do actu- 
ally increase sales. But the 
latent .sales power of the 
window display seems to be 
somethitg which must again 
and again be called to the 
attention of thousands upon 
thousands of dealers. The 
laxity of many retailers to 
window disp’ay constructive- 
ness but serves to prove their 
lack of appreciation of the 
power of the display or thei: 
belief that their window dis- 
plays are doing a construc- 
tive presentation job. 

Window display presenta- 
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WITH MY WINDOW? PEOPLE 
DON'T LOOK AT IT AND IT'S 
NOT PULLING TRADE JNTO 
THE STORE. 


SAY TOM, WHAT'S WRONG TEE] f ETL 


! DON'T KNOW, ED- 
LET'S LOOK AT IT. 


—Something’s wrong with sales! Can it be the window display ?— 


—A display with “mass” appeal displays lack of “class” appeal— 


moore tt 


A WINDOW GIVES PASSERS-BY A PICTURE 
OF THE STORE, FRANKLY, ED, THIS WINDOW 
IMPLIES A MESSED-UP STORE, AND THERE'S 
NO ONE DISPLAY THAT DOMINATES - THAT 
GETS ATTENTION, 














PERHAPS THAT'S WHAT a 
THE TROUBLE IS. 


| Qvick Ry 
| SUPER CLEANER 


NAPTHA PLUS’| 
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THERE’S A STARTER. A CLEAN WINDOW 
FLOOR AND A CLEAN GLASS. USE SOME 
CREPE PAPER IF YOU WANT TO, 


FINE - AND 
NOW WHAT? 

















—Clean out the “mass” appeal, develop the “class” appeal— 


—“Mass” means lack or order; order is the reason for displays— 


IT'S BEGINNING 


: YESITIS - 
TO LOOK G00 
ISN’T IT? : IDEA IST 
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tion is constantly undergoing 
a process of development. 
Displaymen and merchants, 
as well as manufacturers of 
national products, are search- 
ing for new means of mer- 
chandise expression. The dis- 
play director of one of New 
York City’s most famous de- 
partment stores recently said, 
“Tt is my belief that windows 
represent—or should do so— 
the pérsonality of the. store.” 
This display director and 
hundreds of other men inter- 
ested chiefly in display, and 
believing the statement just 
made, create display changes. 
What is considered appropri- 
ate display today is discard- 
ed tomorrow. 

Window displays do reflect 
the character of a store—and 
they reflect the character of 
your store just as forcefully 
as they reflect the character 
of your competitor’s store. If 
your competitor is doing a 
poor merchandising job, you 
are among the first to know 
it; and if you are doing a 
poor merchandising job, your 
competitor is among the first 
to know it. Window displays 
are never just “good enough.” 
If you could put your dis- 
plays to test, their true value 
would soon become quite ap- 
parent. 

The Incandescent Lamp 
Department of the General 
Electric Company has con- 
ducted all sorts of tests to 
prove the worth of window 
displays. They have con- 
ducted campaigns to prove 
the power of attraction, the 
power of attention, the power 
of interest, and the power of 
sales of any number of win- 
dow displays. They have re- 
ceived testimonial after testi- 
monial proving conclusively 
that the use of the Incandes- 
cent Lamp _ Department’s 
Mazda lamp displays have 
not only increased lamp sales 
but have increased the sale of 
other merchandise as well— 
can any type of displays be 
given a higher recommenda- 
tion? 

Consequently, in presenting 
the 1934 display services on 
Mazda lamps, it was decided 
to play up one of the many 
“sales increase” stories in the 
display -broadsides which 
went to 20,000 or more lamp 
dealers. Sales tests had 
proved that displays have in- 
creased lamp sales 25 per 
cent, 35 per cent, 50 per cent 
and even as high as 97 per 
cent or more. But instead 
of using one of these higher 
percentages, it was decided 
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SAY, THAT'S SWELL AND THE 

GE. MAZDA LAMP cutout is ||! = 
HONEY » IT DOES THE AND IT DIDN'T TAKE YO ) 

TRICK AND SURE OUGHT TO “4 
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—Constructive display dominance gives a display prominence— 


—Prominence of window tables gives merchants increased sales— 
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SAY, OLD TIMER, YOU WERE DEAD RIGHT 
ON THAT WINDOW IDEA, FOLKS LOOK AT 
MY WINDOW NOW, AND THEN COME IN TO 
BUY. SALES ARE UP AND MAZDA LAMP 
SALES ALONE JUMPED 42%* AFTER THAT 
WINDOW WE PUT IN, 
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to use the story of but a 42 
per cent sales increase in 
lamp sales obtained by a 
Cleveland Heights, Ohio, 
hardware dealer, by using a 
certain lamp display. 

To get this story across in 
an interesting fashion and, at 
the same time, to tell some 
of the fundamentals of good 
display, it was decided to 
dramatize the story under the 
title of “How One-Half Cent 
a Day Gave Ed a 42 Per Cent 
Increase.” The one-half cent 
a day is the approximate cost 
of General Electric’s display 
service at the regular $2 a 
year subscription rate. Using 
photographs and “balloon 
copy,” this series of six 
scenes, as shown, made an 
attention-compelling and ef- 
fective presentation. 

Approximately 16,000 deal- 
ers are subscribing to Gen- 
eral Electric’s 1934 displays. 
We believe the displays them- 
selves are “best yet” in the 
twenty years of Mazda lamp 
displays service developed 
by General Electric. The 
displays will afford clean, 
bright, attractively decorated 
windows. Such windows will 
add prestige to any store; 
will bring customers into a 
store and will ring up added 
sales on many cash registers. 
Poor window displays will 
do just the opposite. If you 
are a dealer, what kind of 
dislays are you going te have 
during the balance of 1934; 
if you are a displayman, just 
how are you going to im- 
prove upon the character of 
your store’s windows during 
the balance of 1934? Attrac- 
tive displays can be devel- 
oped, and here are several 
things they will do for your 
store: 

1. Attractive displays will 
modernize your store. 

2. Attractive displays will 
focus attention on your store. 

3. Attractive displays will 
help build store prestige. 

4. Attractive displays will 
bring assured profits. 

5. Attractive displays will 
bring increased sales. 

6. Attractive displays can 
be tied-up with national and 
newspaper advertising for 
even greater sales coverage. 

7. Attractive displays are 
any store’s cheapest form of 
advertising. 

8. Attractive displays will 
cost more money, but the cost 
distributed over a season will 
make the actual cost very 
little. 
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FAMOUS FOR LONG WEAR 


a A LAL ST 
MIT Rock Fleece is a soft, luxurious 
fabric with a nap that wort wear 


( 


off... preerer 


Specially blended long-strand wool 
and a special process of making the 
cloth, give the sturdiness, long life 
and fine appearance that make 
MT Rock Fleece a deli ght to own 
and wear “ee 


THE-COSTAS-ONLY- 





We Dianned Our Prize 
“Mt. Rock’ Displays 


By E. E. O'DONNELL 
Sisson Brothers-Welden Company 
Binghamton, N. Y. 


Early last fall we decided we would make 
a feature of Mt. Rock fabrics during the best 
selling months of the year for men’s wear. 


iii 
pp? 
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® a It was not our thought to install displays 
fe of purely a contest nature, or windows that 


did not have a direct selling appeal. Our 
contention was that if Mt. Rock was kept 
befor the public for a long enough period 
that we would get better results than our 
ordinary men’s wear displays would bring. 
Beginning about the middle of September 
we have had at least one window of Mt. 
Rock fleece overcoats, Wearweav suits or the 
Alpacian topcoats in place continuously until 
December 15. 

Most every window setting was different, 
and careful attention was given to the prep- 





—The display of Mt. Rock fleece over- 
coats presented at the top of this page 
shows but one of our twelve presenta- 
tions. The use of uncut materials figure 
prominently in the display— 


—At the left is another of our twelve 

Mt. Rock displays. This presentation 

features clothing. Two suits are shown. 

Appropriate accessories were used in 
every window display— 
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aration of the garments so that every detail 
would be perfected and a pleasing display 
result. The photo of: the fleece overcoat 
window on this page is a strong selling dis- 
play by the reason of the large blackboard 
on the right side of the window. A brief 
story was told on the blackboard, and the 
convincing selling points brought out in such 
a manner that the average man interested in 
purchasing a new coat would know just what 
he would be getting were a Mt. Rock coat 
selected. A length of the uncut material 
was draped over a pedestal in the center 
of the display. , 

The other photograph reproduced on this 
page shows one of our Wearweav suit dis- 
plays. This display proved very successful 
from a sales standpoint. The various other 
displays—there were twelve-—contained dif- 
ferent background treatment, including sev- 
eral that were humorous. One background 
was of wine-colored felt with huge chalk 
sketches showing models wearing the gar- 
ments. Sales mounted proportionately as the 
season progressed, and the buyer and sales- 
men were enthusiastic over the results of 
the display campaign, the sales of this par- 
ticular brand of merchandise being consider- 
ably larger than in any past year. 

Many displaymen figure that contest win- 
ning displays are a costly item, but the total 
cost of our twelve Mt. Rock displays was 
very small; most of the backgrounds were 
made over from previous displays. As I 
stated previously in this article, the thought 
of winning a prize was remote to us, but we 
did figure we could do a good selling job 
for the men’s department. The results of 
the campaign proved beyond question that 
carefully planned display campaigns will in- 
crease the sales volume of any merchandise. 
The only requisite is that the windows must 
be so arranged and merchandised that they 
will secure customer attention. Any window 
display must be properly planned if the de- 
sired results are to be obtained. If the dis- 
playman can secure cooperation from the 
sales, advertising and buying departments, 
the window campaigns are certain to be suc- 
cessful. 

The manufacturers of Mt. Rock fleece were 
most cooperative in furnishing the contest- 
ants with unusual materials and “dealer 
helps ;” these materials added immeasurably 
in the perfection of the displays. National 
nianufacturers would do well to produce ad- 
vertising displays of a quality rather than a 
quantity nature. The average store is al- 
ways glad to use window display material 
of the betier type, but stores always balk 
at window presentation of the gaudy type 
displays—such displays most always find 
their way to the beiler room for quick dis- 
posal. But many national advertisers are 
creating constructive and productive dis- 
plays, and it is such displays that the re- 
tailer is happy to present in his windows. 

Progressive manufacturers have been quick 
to appreciate the power of the display. 
Window advertising of any product results 
in pedestrian publicity, and the goodwill 
thus created always produces good results. 
Pedestrian traffic is quick to appreciate con- 
structive displays, and if the display is cre- 
ative and commands their attention, sales are 
certain to result. But dealer helps must be 
of a quality standard if they hope to find a 
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place in the windows of America’s stores. 
Merchants will not long permit the use of 
inferior presentations. 





Cincinnati Display Club 
Issues Bulletin 

At the regular meeting of the Greater Cin- 
cinnati Display Club, Hotel Gibson, Cincin- 
nati, February 27, members were surprised 
to find before them the inaugural edition of 
a monthly bulletin, prepared through the 
initiative of Howard Williams, secretary. It 
consisted of two pages, 11 by 14 inches in 
size, printed on enamel stock, and _ illus- 
trated. Needless to say, it made a very fine 
impression and will assist this new display 
club materially in the campaign for mem- 
bership which is now on. A highlight of 


the bulletin is the column entitled, “Looking 
’Em Over,” by The Rambler. The rambler is 
one of the club members known only to Wil- 
liams. and he offers pertinent criticism and 
praise of the city’s windows—it happens 
mostly praise in the first issue, but it is 
understood that the brickbats will follow. 
The club is already laying plans for the 
holding of a gala fall festival for the fall 
opening. 





Fisher, Cox and Wertz 
at NRA Conferences 

Sol Fisher, Howard J. Cox and Frederic 
L. Wertz, members of the code authority of 
the advertising display installation trade, 
attended the NRA conferences held at Wash- 
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ington, March 5-8. 
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ADM. Announces 1934 
Chicago Covention 


By J. DUNCAN WILLIAMS 
Executive Secretary, I. A. D. M. 
Chicago, III. 


What promises to be the greatest window 
display convention of all previous conven- 
tions in points of interest, attendance, ap- 
peal, necessary educational features, has 
been definitely decided upon with all major 
factors involved meeting the unanimous ap- 
proval of displaymen, manufacturers of dis- 
play equipment and installation display 
groups. These dominant inter-related groups 
were of one mind in approving major plans 
for the proposed I. A. D. M. 1934 conven- 
tion which had been previously mapped out 
for submitting to a general committee meet- 
ing of display personalities representing all 
groups in the display field, Sunday, Febru- 
ary 25, at the Hotel Sherman, Chicago. The 
major factors agreed upon were: 

1. That a convention should be held this 
year. 

2. That it be held in Chicago because of 
a Century of Progress exposition. 

3. That it be held in August instead of 
either June or July. 

4. That exhibits of display materials be 
made a part of the convention for educa- 
tional, as well as commercial reasons. 

5. That photo prize contest be a feature 
of the convention; added prizes and awards 
oi merit to apply to installation displaymen. 

6. That demonstrations of technique and 
skill in various departments of display be 
incorporated in the educational part of the 
prograni. 

7. That special departmental meetings or 
clinics be provided for different groups with 
special interests and problems of their own, 
such as: (a) Executive display managers 
departmental. (b) Utilities departmental. 
(c) Installation display departmental. (d) 
One man display directors departmental. 
(e) Independent service men’s departmental, 
etc; etc. 

8. General meetings for all classifications 
to include definite and authoritative informa- 
tion bearing on such important subjects as: 
(a) NRA code practice as it affects window 
displaymen of the different classifications; 
supplemented by research figures, and gov- 
ernment information. (b) The unemployment 
situation; reduction of unemployment; I. A. 
D. M. Employment bureau; report from 
bureau’s activities; suggestions for improve- 
ment; regional and state employment bu- 
reaus. (c) Successful display clubs; reports 
with analysis and explanation of methods 
and practices to be related by officers of the 
most successfully operated local clubs. 
(d) Analysis of display trends; changing 
methods and. reasons therefor; what the 
modern display manager must know and do 
to keep his store in the vanguard of modern 
display merchandising practice; display pro- 
motion; store promotion; promotion inside 
the store; related details. (e) Analysis of 
twenty-five successful 1934 display merchan- 
dising promotions with figures, facts and 





full explanations by the display manager in 
each case. (f) Making display more profit- 
able to users and buyers of display; raising 
standards of display; better pay for better 
displaymen; the essentials for display art 
and display management; what the modern 
displayman must do for himself in order to 
remain in or to attain a worthwhile position 
in the modern store. (g) Publicity of dis- 
play nationally; the necessity of; the value 
of; the results of well-conceived and well- 
directed publicity program for the ensuing 
year. As advertising has partly “swallowed” 
display and adorned itse!f with display re- 
sults, it behooves us to use advertising to 
glorify display by telling the truth about 
display—and keep on telling it. 

The I. A. D. M.’s reason for being will be 
made apparent to every display individual 
in America before this convention will have 
started, and to every displayman of whatever 
degree of high or low rank who attends it, 
every last iota of doubt as to the intrinsic 
worth and extrinsic value of a representative 
national organization will have been dissi- 
pated from mind. There will be no more 
of the carping criticism of small men asking 
“What can the I. A. D. M. do” or “What will 
I get if I join?” Even at this early stage 
in the reorganization work, these two ques- 
tions are being met with such constructive 
factual answers that put to shame the nar- 
row minds that voice them. 

Every principle and every purpose of this 
new I. A. D. M., every functional detail in 
the scientifically perfect organization. plan 
is in accord with President Roosevelt’s Na- 
tional Recovery Administration plan. There 
is nothing in our entire plan that can not 
justify its reason for being there. Every 
motive and every purpose is based on the 
truest meaning of the term, cooperation. 
Cooperation among. ourselves and with our 
employers. No employer can do otherwise 
than approve our organization, all its mo- 
tives, all its purposes and all its methods. 

Many retail merchants who act as their 
own displayman or display manager and 
many others will attend the convention per- 
sonally or in company with their display- 
men. 

Every modern retail store will want its 
displayman to attend this great educational 
exhibit and demonstration of display crafts- 
manship by experts. Especially so if the 
chief knows of the comprehensive nature of 
its planned educational program; the natural 
educational value of its exhibits; the econ- 
omy and convenience of being able to inspect 
and compare the relative merits, costs and 
values of a hundred or more different lines 
under one roof at one and the same time. 
The convention publicity bureau, under the 
direction of Chairman W. L. Stensgaard, will 
do as complete a job as is physically and 
financially possible in promoting and publi- 
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cizing the convention. The manufacturers 
oi display materia! will use space in their 
advertising to publicize it. The trade papers 
will go the limit in their news columns to 
spread the good word. The individual dis- 
playman should see to it that his employer 
gets to read and otherwise hear all about the 
August 13-16 I. A. D. M. convention, about 
once or more weekly between now and con- 
vention time. 

The executive secretary’s office or the pub- 
licity chairman’s office will write personal 
letters on I, A. D. M. official stationery to 
the manager or to the firm of any display- 
man who will request that service from 
either office. Such letters will be diplomatic, 
constructive and convincing. 

From contacts already made with a few 
retail merchants, representative of both 
smal! and large institutions, where the na- 
ture of the I. A. D. M. has been clearly 
explained and where the tentative program 
ot the then proposed convention was sug- 
gested, these merchants have expressed 
themselves as being entirely willing that 
their displaymen or display manager be- 
come a member and attend the educational 
cenvention in August. Expense allowance 
was voluntarily suggested in two cases from 
among the larger institutions. 

With further reference to the general pro- 
gram heretofore suggested in part: It is the 
intent of the program committee to secure 
one, and possibly two, university professors 
of genuine ability and capacity to prepare 
a paper or address on display and its status 
as an important phase of commercial, social 
and educational activity. 

The government has been making very 
good use of professional attainments of the 
educated educator, so why not see what they 
can dig up or otherwise disclose to us con- 
cerning display! 

Another thing: The program committee 
would like to hear from every displayman, 
display executive and display worker as to 
what he thinks of this general outline of 
the educational program, and any other spe- 
cial feature not mentioned or suggested but 
which the writer might particularly like to 
see incorporated in the program. All such 
letters will be welcomed, studied, consid- 
ered, tabulated, and the things most desired 
or most constructive in content will be 
adopted if possible. Do this within the week 
it possible; take longer time if necessary, but 
give some serious thought to it and let us 
hear from you. (Have letter typed if con- 
venient. Send it on a post card if necessary. 
Sign your name.) Address such letters or 
communications to the executive secretary, 
I. A. D. M., 509 South Franklin street, Chi- 
cago, Ill. and mark the envelope “Program 
Committee.” 

All local display clubs not already afhli- 
ated with the I. A. D. M. by paying 1934 
per capita dues of $8 per member should 
quickly complete their organization, remit- 
ting for as many members as are paid up in 
full. Send these names with per capita tax 
to executive sercetary’s office at once. The 
club will then be registered and 1934 mem- 
bership cards will be sent back at once. 

Displaymen, be good soldiers in this 
cause! Do your part! Sacrifice a bit, strain 
a bit—stretch a bit, if mecessary—meet the 
efforts of your officers half way. Cooperate! 
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—Prophylactic Brush Company is using a gleaming 
metallized foil paper as a background for its new 
window display which introduces the new small 
Prophylactic tooth brush. While this paper is more 
expensive, it has the value of being distinctive and 
reflecting light so that the display takes on the ele- 
ments of motion when looked at by passers-by. In 
addition, a tone of quality is imparted to the window. 
The small units carry actual merchandise and can 
be used for counter displays after removal from the 
window. Created and produced by Einson-Freeman 
Company, Inc., Long Island City, N. Y.— 


at \ Gia = 


Nary a hay fever sneezer or asthma wheezer will pass up this 

window display designed by A. D. Farrell, manager of displays and 

exhibits for the Frigidaire division of General Motors. It appeared 

in Frigidaire air conditioning dealers’ windows coast to coast, 

simultaneously with the opening of the hay fever season. The dis- 

play is interesting in that it marks the rapid broadening of the 
infant air conditioning industry. 





—Take a glimpse at the new mechanical display being used for 
Lucky Strike cigarettes, which marked a distinct departure in the 
display program for the American Tobacco Company. These dis- 
plays are being installed in only the better locations and are being 
moved from store to store and will be seen throughout the country. 
This is the first of several similar displays that Luckies will use. 
Temporarily the mass use of the general type of window display 
installations has been discontinued. The displays in the New York 
territory were installed and serviced by Acme Window Display 
Service, Inc., New York City— 





—This distinctive display for Nuit de Noel, a per- 

fume by the Caron Corporation, is a fine example 

of the de luxe type of display that many advertisers 

have turned to. The setting is handmade, compara- 

tively inexpensive, but in its modern treatment, good - 

design and balance, is in tune with the atmosphere 
which such a product demands— 
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Display Prohibition 

It hasn’t been so very many years ago 
since the sale of intoxicating liquors was 
prohibited by law, and it hasn’t been so 
many months ago since the sale of liquors 
in most of the forty-eight states has again 
been made legal. These two momentous 
dates, the taking away and the giving back, 
are matters of history; they concern us not. 
But the old evil which flourished with the 
event of prohibition—they’ve taken fire- 
water away from us, so we'll get it good or 
bad—presents a similar consideration in the 
matter of legal display. With the control 
of the sale of liquors through government 
depots, display of liquor in the window will 
be banned. Since all peoples will recog- 
nize a liquor depot as such, and as all 
peoples will appreciate and comprehend the 
hidden merchandise, the sale of such goods 
will not be impaired. However, the display 
of liquor is illegal where exterior presenta- 
tion is concerned; interior display doesn’t 
seem to be so damned. 


Display Is 
Illegal 


Just where are we getting? Is this new 
legal machinery paradoxical or not? In 
other words, “You can’t see my goods from 
the sidewalk, but just come inside the store! 
We believe that exterior or window display 
of our goods will breed intemperance, so we 
confine the presentation of our merchandise 
to the interior of our establishments. Of 
course, it’s perfectly proper and legal to 
advertise our merchandise in the newspapers 
and magazines and on the billboards; in 
such display of goods we are only showing 
reproductions. Now, if we were to use our 
windows for display purposes, we would be 
showing the actual merchandise and such 
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display would inevitably lead to excessive 
indulgence. Therefore, those in control say, 
‘Window display of liquor is illegal.’” 





A Decrepit 
Idea 

We assume, then, that by prohibiting the 
display of liquor in the window at point of 
sale, that intemperance is to be controlled! 
Well, perhaps we were born yesterday, and 
believe that intemperance can be controlled 
by refusing to show intemperates what 
liquor looks like in a real bottle from the 
window display. What a decrepit idea! 
Such control of intemperance can be likened 
for effectiveness to similar control for any 
“Peck’s Bad Boy!” Johnny has been bad! 
Mother has a box of chocolates, which are 
displayed, closed, on the top of the mantle. 
Johnny knows what chocolates look like, so 
the fact that they are contained in a closed 
box, out of reach, doesn’t bother him at all. 
He promises to be good, if mother will give 
him a chocolate. So, the deed is done—or 
the intemperate has the price of a bottle— 
and Johnny, as soon as the chocolate is con- 
sumed, continues where he left off. That’s 
what we consider model control. And liquor 
depots intend to enforce this control. From 
every part of the country we hear the rumble 
of similar preventative liquor display ma- 
chinery. E. R. Kresy, in speaking of the 
New York situation, which situation was 
created by laymen, found: 

“Tt seems that the average layman has a 
better appreciation of point-of-sale adver- 
tising than many advertisers. This state- 
men can be best proven by citing the New 
York state board of alcoholic beverage rul- 
ing, prohibiting advertising at the point of 
sale. In explanation of the ruling, it is con- 
tended the advertising at the point of sale 
will encourage the sales of liquor and edu- 
cate the consumer to drink and thus create 
intemperance.” 

And from the other end of the country, in 
speaking of sites for liquor depots, we have 
this report: 

“Olympia, Wash.—'As far as the appear- 
ance of the stores is concerned, the board 
members agreed they will be attractive, but 
not gaudy, inside, plain and modest on the 
outside. The board has ruled against win- 
dow displays. Windows will be either 
frosted, screened or curtained.’” 





Greater Advertising and 
Display Power 

Regardless of the pros and cons of the 
ruling, the fact remains that the various 
liquor boards throughout the country— 
boards consisting of laymen—recognize and 
concede that point-of-sale advertising has 
greater advertising power than any other 
medium of advertising because no restric- 
tions have been made as to other forms of 
advertising. This being the case, perhaps 
the retail merchant should screen his win- 
dows against intemperance in non-essentials. 
Perhaps the best way to increase business 
will be for the jewelry merchant to enclose 
his entire front in rocks, and to install a 
side entrance through a stone lobby. The 
music store should erect a brass front, while 
the perfume counter in a store should be 
hidden behind a hedge of flowers. 
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Display Is 
Mighty 

With this controversy in progress, why not 
consider the beneficial effects? We must 
admit that there have been some. In the 
first place, we must recognize the power of 
the layman. The board comprising the liquor 
control elements in every part of the country 
has been comprised of laymen—men and 
women who arte every store’s everyday cus- 
tomers. It has been these individuals who 
have seen the wisdom of preventing the dis- 
play of liquor in the window; it has been 
these individuals that act to the power of 
the display. They have recognized its cover- 
age; they have recognized its power; they 
appreciate its might. These individuals 
know how they react to the appeal of the 
display, and they are determined to control, 
to as great a degree as possible, the medium 
which they have been called upon to direct. 
Their first impression, and their unanimous 
opinion, has been: “If liquor is displayed in 
the window, sales to intemperates will re- 
sult.” 


We Learn a 


Lesson 


We have already voiced our opinion con- 
cerning the wisdom of the liquor boards’ de- 
cision concerning window display of goods 
at point Of sale. As far as control of intem- 
perance is concerned, prohibition control has 
proved to be just so much money thrown to 
the “ginners.” The point in question does 
not concern their wisdom of the elimination 
of display; their wisdom speaks volumes of 
praise which may be checked up to dis- 
play’s account. The question which concerns 
us at the present moment is: If display as 
a medium is so powerful, why is it ignored 
by so many merchants and manufacturers? 
If the layman at his first opportunity recog- 
nizes the true worth of window display, why 
has the merchant and manufacturer failed 
to appreciate the medium? 

We can not say that every merchant and 
every manufacturer has failed to recognize 
the power for sales offered by the window 
display, but we can say that the number of 
merchants and manufacturers who do not 
seem to appreciate this power is legion. If 
we are wrong, why, then, at the first sign 
of depression did 90 per cent of our retail 
merchants make their first cuts in the dis- 
play department? Why have 50 per cent of 
our retailers eliminated display budgets? 
Why did 30 per cent believe that a mere 
skeleton display department could produce 
just as effective displays as an adequate dis- 
play staff? Why did 10 per cent eliminate 
display departments entirely? If we are 
still wrong, please explain this phenomenon, 
which we believe is a direct result of the 
conditions we have just cited: Why, in 1928, 
was there at least 300 successful manufac- 
turers of display equipment, while today this 
number has dwindled to a mere fraction of 
that number? 

And speaking for just a moment of the 
display consideration accorded point-of-sale 
productions by the manufacturers of national 
products, why have so many of these manu- 
facturers seen fit to decrease point-of-sale 
displays in the present reconstruction pe- 
riod? Why have so many manufacturers 
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seen fit to cheapen display productions by 
cutting display budgets? Why do so many 
manufacturers continue to haggle about fair 
installation costs? Why have so many man- 
ufacturers eliminated display coverage in 
certain territories, or ignored the sales possi- 
bilities of certain territories? Why do cer- 
tain manufacturers believe that occasional 
expensive “high-spot” displays—whose cov- 
erage is naturally limited—-are-more produc- 
tive than a comprehensive national coverage 
with quality displays? 





Facts Don’t 
Falsify 


In view of the positive findings by the 
liquor control boards—boards, which, as we 
have just pointed out, consist of the retailers’ 
and the manufacturers’ consumers—we are at 
a loss to explain any of our questions. We 
might well say that facts don’t falsify, yet 
in view of the position taken by the con- 
sumer in relation to their appreciation of 
the power of window displays, must we be- 
lieve that the retailer and the manufacturer 
refuse to believe facts? The consumer says, 


“Displays of goods in the window are pro- 


ductive!” So do the retailers and manufac- 
turers close their ears to constructive con- 
sideration and refuse to be influenced by out- 
side appreciation. Are we to believe that 
they are fools? Are we to believe that they 
don’t know their fields? That they don't 
know how, when and where to place point- 
of-sale display? Has our boomerang re- 
turned to its point of conception? 





Reason To 


Believe 

A thorough survey of the field will soon 
convince the individual interested that con- 
structive display has never lacked retailer 
or manufacturer appreciation. Productive 
display creations are still selling goods for 
the retailer, while the manufacturer will still 
buy productive display ideas, which will in 
turn offer the installation organization an 
opportunity to cover his territory. The re- 
tailer hasn’t boarded up his window dis- 
plays, and he isn’t apt to board them up 
while the manufacturer is still mighty con- 
scious of point-of-sale coverage. Perhaps 
this state of affairs will give all of us an 
excellent reason to believe that display pro- 
ductivity isn’t so much a question of a lack 
of retailer and manufacturer disinterest as it 
is a lack of displays with consumer interest. 

Liquor boards have heen prompted to 
make their decision on the grounds of their 
knowledge of display interest. Perhaps they 
haven’t taken into consideration that for 
every display which has held their interest, 
the same retailer or manufacturer has pre- 
sented a dozen displays that have been com- 
pletely lacking in interest. It isn’t at all 
improbable that buyers of displays have lim- 
ited their expenditures simply because so few 
“new models” have been created. The few 
creative displays which we do see are cer- 
tainly evidence of the fact that creative pro- 
ductions are still in demand, while the 
many mediocre presentations but support 
our belief that display creativeness might 
well be “bonded,” with a premium attached 
for even “blended” varieties. 
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Highlights From the 


Second Issue 

Slinging The Bull is the famed title of the 
news bulletin issued by the Shreveport Dis- 
play Men’s Club. The second edition is as 
peppy as the first and certainly is a credit 
to T. Willard Jones, chief pen pusher. Here 
are some highlights from the February issue: 

Shreveport seems to be getting display 
conscious, judging from the unusual num- 
ber of new spring backgrounds that different 
stores are installing. The local club can 
claim the biggest credit for this. Let’s keep 
it up! 

If you’re down in the dumps about your 
position it’s your own fault. We have an 
excellent opportunity »for advancement at 
present with club room and demonstration 
window, all without cost to the club. Only 
a little work by each member, but as usual 
there are slackers and a few are having all 
the work to do. What’s the matter with 
youse guys? It’s as much advantage to 
each one of you that the club carries on as 
it is to those who are working. What good 
can the club, the southern association or the 
I. A. D. M. do for you if you don't help 
them? No one ever got anywhere by sitting 
back and letting the other fellow do the 
work. Let’s all pull and work together for 
a better profession. 

A hint to the wise! Finish up your panels 
and backgrounds. Don’t leave nail heads, 
nail holes or open joints showing. Remem- 
ber it is the little finishing touches you give 
your work that really make the display. 





Le Mieux Joins Staff 
of Feine Company 


Arsene Le Mieux, formerly associated 
with the Decorative Plant Company, New 
York City, has become manager of the con- 
struction department for the Feine Trimming 
Company, Boston, Mass. This company spe- 
cializes in all needs for the displayman, and 
is under the management of D. A. Kressfield, 
who will be remembered as the convention 
director for the I. A. D. M. convention at 
3oston in 1931. 





American Catalin Corporation 
In New Location 


The American Catalin Corporation have 
removed to larger quarters at 1 Park avenue, 
New York City. Catalin is a beautiful mate- 
rial in colors that is adaptable to many dis- 
play uses. Sample fabrication room, show 
room and customer’s room have been pro- 
vided and visitors to New York are cor- 
dially invited. 





Gagnon Leaves Eastern 
and Opens Service 


Bart Gagnon has resigned as display man- 
ager for the Eastern Outfitting Company, 
Seattle, Wash., to engage in the display serv- 
ice business. Gagnon was one of the lead- 
ing prize winners in the recent contests by 
Hickok and Talon, and will serve as one 
oi the judges in the 1934 contest by Hickok. 
He will specialize in both merchandise dis- 
plays as well as national advertiser installa- 
tions. 
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FELT 


PRACTICAL AND 
ECONOMICAL FOR 


DISPLAY EFFECTS 


USE THE BEST — 
INSIST ON 


ACADIA 
BRAND 


The choice of leading displaymen, for 
background coverings, floor coverings, 
ensemble panels, poster panels, cutout 
letters and applique effects. Over 90 
colors carried in stock—edges do not 
fray—can be furnished in cut lengths. 


Send for Color Chart 


WESTERN FELT WORKS 
Established 1899 
4131 Ogden ihe — a ee Ill. 


Eastern Office and Warehouse 
42-44 East 20th St. New York City 











| MAKE A START 


After the adjustments of the past year or 
two, there is a very definite interest among 


individuals and businesses to make a new 
start and to build for a future. 


Now is the time for you to fight a battle for 
work and for better pay. This can best be 
done in your case by starting now to make 
yourself proficient in the work you undertake 
to do. 


We Solve Your Problem With 
Our New Home Study Course 








Because you can pay in small installments 
worked out to meet your financial condition. 
Write us fully about your ambitions and pres- 
ent conditions and we will try to help you be 
prepared for better times when they arrive. 


The Koester Sehool 


Teaching Windew Display and Card Writing 
367 W. ADAMS ST., CHICAGO 





—ANIM-ATE with 











MERKLE-KORFF GEAR CO. 
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Several Ideas For 
Spring Cards 


The spring showcard situation should not 
prove difficult. We have countless spring 
showcards behind us which we can use for 
ideas, while the more adventuresome card- 
man can explore the more modern fields for 





By JACK HILTON 
Moore Clothing Company 
Sioux City, Iowa 


originality and creativeness. Modern cards, 
however—meaning cards employing modern 
design principles—should not be used in the 
window display unless they are in complete 
harmony with the balance of the display 


WAHL AT HTN 


~ ~ 
Spring 
from 
“gashion Cekter 


presentation. The most effective presenta- 
tion of cards is made where the card har- 
monizes with the display atmosphere, not 
only in design and color but in appearance. 

It isn’t necessary to speak of the impor- 
tance of display harmony. It isn’t necessary 
to caution the displayman against using 
showcards in his displays that do not reflect 
the atmosphere of the display. For example, 
the five showcards presented with this brief 
article should not be used in displays where 
the background consists of modern designs 
reflecting the spirit of the Century of Prog- 
ress. These five cards have nothing in com- 
mon with that design technique. Their de- 
sign inspiration is reflective of an entirely 
different period, a more reserve period. 
These cards will serve their purpose best 
if used in displays where the background 
design is more conservative than modern. 

The displayman creating modern window 
pictures will use modern showcards. His 
showcard designs will picture symmetrical 
balance and the use of modern design and 
layout ideas. While most any color card- 
board and paint or ink can be used in the 
production of modern cards, the arrange- 
ment of the copy, the design, and the letter- 
ing will be in keeping with the idea. Just 
as soon as the cardman varies from the de- 
sign technique presented by the display, har- 
monious effects are impossible. As this pres- 
entation isn’t intended to present an ex- 
tremely mcdern design technique, let us 
continue with our consideration of the cards 
presented. 

All of the cards are produced on black 
stock. The size of the cards is 11 by 14. 
The “Dobbs” card is made on 10-ply stock; 
the oval is air-brushed in white water color; 
the dots are in gray water color; the copy, 
“The New Spring,” is lettered with a No. 5 
pen; “Dobbs” is done in brush, 

The “Spring Neckwear” card presents an 
interesting study. The scenic design is pro- 
duced in five different colors. The tree 
effect in black is made effective by the use 
of several dots of lavender; the sky is gray; 
the birch trees are in gray and white; the 
flower effects are in lavender, white, green, 
and yellow. 

The “Spring Arrivals” card is air-brushed 
in white; the lettering is done with a No. 5 
pen; the horse is a Hart, Schaffner & Marx 
cut-out in pastel tints with a touch of laven- 
der added by hand; the rope border effect 
is in gray dots. 

“New Spring Neckwear” presents a gray 
background with gray and white birch trees ; 


—The group of five cards reproduced 
here suggests the “Hilton” pictorial 
technique— 
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the brush tree effect in the background is 
done in dark blue; the flowers in the fore- 
ground are in dots oi blue, lavender, white, 
and green; “New” is in brush lettering, bal- 
ance of copy is done with a pen; border is 
in gray, lavender, and green; the circles at 
the top are red and cream; the lattice effect 
is in light gray. 

“Spring Suits” present a card with tassels 
in lavender and striped with an air-brush; 
the bottom tassels are in cream; the checks 
are pen lines in cream with lavender dots 
scattered around; the lettering in “Spring 
Suits” is Old English; the cut-out, trade- 
mark is in pastel colors with a hand border 
to accentuate the effect. 





Hickok Announces 1934 
Display Contest 

In the belief that business is definitely on 
the way back, the Hickok Manufacturing 
Company is promoting window display for 
spring and summer, 1934, to a greater de- 
gree than ever before. Display backgrounds 
to be loaned to dealers for the purpose of 
building attractive selling windows have 


‘been designed and are now being built. 


These are in four attractive, colorful de- 
signs, two of them suitable for the largest 
display windows and the others designed for 
smaller spaces. In addition to the back- 
grounds, window cards featuring certain 
seasonable styles or classes of merchandise 
are being continually developed and are in- 
cluded in shipments of merchandise to be 
used by the dealer either in the interior of 
his store or in the windows. 

A handicap window display contest has 
been planned along much the same lines as 
that which proved so successful in 1933. 
The judges in this contest are instructed to 
consider in their decision the size of the city 
in which the displayman’s store is located, 
and the size of the individual store, and in 
view of these two factors to consider the 
facilities which the individual might be ex- 
pected to have available. In other words, a 
real attempt is made to judge the entrants 
according to the merchandising sense and 
artistic ability shown by the displayman. 

The winners of last year’s contest have 
been requested to act as judges. Unfortu- 
nately this removes them from competition, 
but on the other hand it gives other con- 
testants a better chance of winning. The 
prize-list is as follows: First prize, $150; 
second, $75; third, $50; fourth and fifth, $25; 
next ten prizes, Hickok belt watches; next 
ten prizes, $10. In addition to the cash 
prizes and the belt watches, each prize win- 
ner is awarded a beautiful trophy cup. Many 
oi the prize winners last year felt that the 
cups alone, together with the gratifying in- 
creases in business resulting from their dis- 
plays, would have been a sufficient reward. 

Experience in the past has shown that in 
many instances the expense of photograph- 
ing a window for entry in the contest has 
had to be born by the displayman person- 
ally, and since it was a real burden it de- 
terred many from entering. Last season the 
policy of paying each entrant $2.50 towards 
the expense of photographying his window 
resulted in a great many photographs being 
submitted which we feel sure would not have 
been entered otherwise. The only restric- 
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“SPOT” YOUR HOSIERY 
DISPLAY PRESENTATIONS 


























with attractive hosiery forms that get attention 


Reproduced above is an exceptionally fine hosiery window 
display used by one of the country’s largest department 
stores. Note the use of FAIRY FORMS, as pointed out 


by the black circles. 


Hosiery forms make the display of this merchandise easy 
and there is no more effective treatment than the natural, 
life-like presentations thus afforded. 


Order from your jobber or write 
direct for full imformation 


SHOE FORM 
CO., INC. 





( 


Jain OVINS 





AUBURN, 
N. Y. 








tion placed is that the photograph shall be 
a glossy print measuring 8 by 10 inches. 

The duration of the eontest is from May 
1 to July 15, and all windows showing 
Hickok products are eligible. All material 
is to be sent to the Hickok Manufacturing 
Company, Inc., Window Display Contest, 
Rochester, N. Y. 





Display Fixtuce Industry 
Proceeds With Code 

A large number of members of the display 
fixture industry from all parts of the coun- 
try have joined together to form the Asso- 
ciation of Display Equipment Manufacturers, 
Inc., with headquarters at 305 Broadway, 
New York City, for advancement of the best 


iuterests of the industry. The association 
is at present pushing activities in Washing- 
ton toward the adoption of a code of fair 
competition for the industry, and expects to 
have final action on the code soon. 

One of the aims of the association of 
display fixture manufacturers is to create 
goodwill and better understanding between 
buyers and sellers, according to S. Shapiro, 
New York, president of the association. 


“The display fixture industry has suffered 
greatly during the depression,” Shapiro says, 
“but since the formation of our trade asso- 
ciation the situation has been considerably 
improved. With the official signing of our 
code, our industry will be actually on the 
way to real recovery.” 





28 





DISPLAY WORLD 


Window Display Contest for 
National Cotton Week 


The fourth annual National Cotton Week 
is going to cover the country with thou- 
sands of cotton promotions during the week 
of May 14 to 19, and will be featured in 
every state of the union. 


While there are many “weeks” in the year, 
a thorough investigation on our part shows 
conclusively that National Cotton Week is 
in a class by itself. Last year more than 
28,000 stores actively participated, according 
to figures furnished us by the Cotton-Textile 
Institute of New York. In the face of our 
experience and such conclusive evidence of 
terest, we feel that DISPLAY WORLD 
can back this outstanding event with all its 
influence and enthusiasm. The importance 
of National Cotton Week in the retail calen- 
dar has been recognized and approved as the 
occasion for launching the whole summer 
season’s store promotions. 


DISPLAY WORLD has always been alive 
to the tremendous interest of National Cot- 
ton Week because it spotlights all kinds of 
interesting merchandise and ideas in prac- 
tically every department of the store. 


Displaymen the country over have been 
awake to these opportunities and have 
cashed in on them. Hundreds of striking, 
unusual, business-bringing windows have 
been created and shown during National 
Cotton Week in previous years. In our 
February issue we reproduced a few of the 
many important and clever windows created 
for National Cotton Week in 1933, and we 
are sure that they will not only be surpassed 


this year but there will be hundreds more 
o; them. 

This year the event will be bigger than 
ever. The Cotton-Textile Institute, which 
is one of the most important trade associa- 
tions in the United States, has made un- 
usual plans and preparations for working 
with the trade and supplying helpful and 
effective material without charge. DISPLAY 
WORLD keenly feels the importance of all 
this to all display managers, and is going 
to sponsor an interesting contest, the full 
details of which will be announced in our 
April issue. 

We are going to offer three cash prizes: 
$50, $30, and $20, to be awarded by a capable 
and impartial committee of judges for photo- 
graphs submitted of special displays installed 
for National Cotton Week. We also hope to 
have prepared a certificate of honor for all 
entrants who are not prize winners but 
whose windows score high marks in the 
opinion of the judges. 

Display plays such a vital part in the suc- 
cess of any store promotion that we are 
proud to stimulate it. Many of the dis- 
plays, both window and interior, will be 
planned well in advance to allow time 
enough to work up special features. There- 
fore, we make this announcement now so 
that our readers will have ample time to doa 
job that will be pointed at with pride by 
everybody in the store and that will impress 
the importance of interesting displays with a 
selling punch upon every store executive 
and upon the public in general. 





Fait Lighting Discussed 
at Chicago Club 

New gadgets on window display lighting 
was the feature of an interesting talk by 
Edward Tilson, illuminating engineer, Com- 
monwealth Edison Company, at the monthly 
meeting of the Chicago Display Men’s Club, 
Hotel Sherman, March 5. Tilson demon- 
strated with a number of new developments 


in show window attention-getters, types of- 


which were shown to the public for the 
first time. One of the units which has been 
brought out in a Michigan avenue shop 
made the remarkable record of increasing 
the sales of the item displayed by 85 per 
cent over weekly periods. 

He stressed the factor in window display 
presentation that is very often neglected by 
displaymen, and that is daytime illumination 
of the window in order to eliminate the 
shadows that so often make it difficult to see 
the merchandise on display. To prove his 
point he cited a number of tests that had 
been made by his department, one case par- 
ticularly interesting, relating to department 
store work. He showed where the people 
stopping to look at the display had been 
increased up to 37-2/10 per cent by using 
various degrees of intensity in the illumina- 
tion. Tilson spent over two years designing 


and preparing revolutionary color effects 
which fascinated World’s Fair visitors last 
year at the Century of Progress in Chicago 
and has complete charge of Commonwealth 
Edison Company's experimental laboratory. 


Over fifty members of the installation 
service were present and started the forma- 
tion of a departmental group which will be 
known as the installers departmental of the 
Chicago Display Men’s Club. They are to 
have one additional meeting a month in 
which problems and things of their particu- 
lar interest will be covered, and they will 
also take an active part in the activities of 
the display club proper. 


J. D. Williams, secretary, I. A. D. M., 
made a talk in which he told of the pre- 
convention committee meeting and the prog- 
ress which they have made towards formu- 
lating plans for the biggest convention that 
the I. A. D. M. has ever had to be held in 
Chicago some time in August. He pointed 
out that several leading manufacturers had 
already signified their intention of partici- 
pating and had promised to lend their full 
cooperation in order to make the convention 
a complete success. Interesting features are 
being planned which will include contests 
covering every phase of window display 
work and demonstrations by experts so that 
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the convention will be not only entertaining 
and edifying but instructive. 

M. D. LaGee, chairman of the newly ap- 
pointed program committee, related the plans 
that are being made to make every meeting 
of the club highly interesting. He statei 
that programs have been definitely arranged 
tor the two future meetings. A unique event 
which will take place at the next meet.ng 
will be an attendance lottery in which three 
lucky persons present will receive valuable 
merchandise prizes. He further stated that 
each meeting will be sponsored by some local 
firm who will furnish talent for the meeting. 
The May meeting will be taken over by 
Carson, Pirie, Scott & Co., who have kindly 
agreed to give the club a rousingly interest- 
ing evening. 

W. L. Stensgaard, who recently returned 
from a trip to Florida (lucky fellow), made a 
short talk in which he pointed out that from 
his own observation that the greatest amount 
of money would be spent this year on store 
display than had been for the last ten years 
He further pointed out that the opportunities 
for advancement to anyone in the display 
profession would be many and limited only 
by the interest and study which he gives his 
work now. 


The new treasurer, L. E. Kelley, Boston 
Store, has been active in his effort to put 
the club on a business-like basis since com- 
ing into office and has reported about fifteen 
uew members had paid dues the past month. 


Enjoyable music by Banjo Ben, accom- 
panied by Katherine Marshall, formed the 
entertainment side of the meeting. 


Instructive Literature on 
Animated Displays 


At this time when most retail stores and 
advertisers are considering the use of ani- 
niated advertising, the power means and its 
application to this form of advertising is 
most important. The efficiency of the power 
means and its adaptation to the particular 
type of display in question is most essential. 


To assist display managers, creators and 
purchasers of this type of equipment, the 
Merkle-Korff Gear Company, Chicago, have 
developed literature dealing with this sub- 
ject. This company are manufacturers of 
Flexo-Action line of motorized reduction 
units and revolving mechanisms and have 
designed this equipment specifically for use 
in animated displays. 

These units are designed with one thought 
in view, and that is an efficient product at a 
low price. This literature will serve as a 
guide for all parties interested in the use of 
mechanical devices as applied to point of 
contact advertising and will be forwarded 
upon request. 


Kumpel Display Head 
For Chandler 


Peter Kumpel, formerly with B. Altman & 
Co., New York City, is now associated with 
Chandler & Co., Boston, Mass., as display 
director. He succeeds Walden Schaeffer, 
who was killed recently in an automobile 
accident. 
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HITTING ON ALL EIGHT 

[Continued from page 16] 
ing. I say there are two good reasons for 
advertising. First, advertise to keep the 
business in the store that rightfully belongs 
to the store. Second, advertise to keep your 
name and merchandise before the people, re- 
membering that you'll not only get the lion’s 
share of business today but you'll have such 
a head start on the others when business 
does open up that they'll never catch up 
with you. 

The average retailer has the idea that 
when business is bad they can’t afford to 
advertise and when business is good they 
don’t have to advertise. Their ideas remind 
me of little Tommy's essay—he said his Pa 
and Ma had a hard time getting married 
because Ma wouldn’t marry Pa when he was 
drunk and Pa wouldn’t marry Ma when he 
was sober, 

It would be impossible for me to outline 
an advertising program that would fit every 
store—just as impossible as it would be for 
a doctor to recommend the same diet for 
every case. You must analyze your own 
business, your location, your trading area, 
class of people and their needs, the cost of 
reaching your customers through the mail, 
your local papers and other media of pub- 
licity. There is on thing certain: Most 
stores are not spending enough money on 
advertising. They are at the foot of the list 
with less than 1 per cent appropriated to 
advertising. Department stores lead with 
5 per cent plus! It’s not a question of how 
much you spend but how you spend it that 
gets results. Using newspaper space, or 
writing letters, without good advertising 
sense is a waste of money. Too many deal- 
ers who do advertise to any extent spend 
too much money in the newspapers. You 
reed the local papers—they need you too— 
but don’t spend over 50 per cent of your 
appropriation in the newspapers. Direct-by- 


mail selling costs more—and well worth 
more. Know your customers and commu- 
nity. Know who needs what you sell and 


then go direct with a real sales story. I'd 
have a mailing list before I ever opened a 
store and I’d spend more time on it than 
any other duty to keep it up to date and see 
that it is used for all it’s worth, and it’s 
worth the price of success to any business. 
And, how pitiful that so many dealers are 
overlooking their best advertising bet—their 
show windows. 

Window Display—The most important 
element in the selection of a retail store is 
what—the store front! Do you know, ac- 
cording to United Cigar Stores figures, 65 
per cent of your rent is for your windows? 
The rental of your store is based on the 
sidewalk circulation—the number of people 
who pass your store—the same as the cost 
of newspaper advertising is based on the 
number of people who take the paper. Now 
then, the job you have is to make your ad- 
vertisements for your windows so attractive 
and sales-creating that the large number of 
these subscribers and passersby stop, read, 
and buy! 

Think of your windows as “advertising 
space,” not simply as a storage place or a 
catalog of your store. Windows are not to 
show what you carry, but to make people 
want to buy what you carry. This cylinder 
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of selling, like advertising, needs intelligent 
study. Keep these few things in mind if you 
expect this valuable space to produce the 
best results. First, it’s a real job for some- 
one who is interested in the work. Give 
him time, encouragement, credit and the 
necessary money to do a good job. See that 
they are changed every week. Sixty-five 
per cent to 90 per cent of the people who 
pass your store this week will pass next 
week. You change your ads, why not change 
your windows. The space is costing more 
money than newspaper space. Make your 
windows attract attention through the use 
ot color, motion, life. 


The first step is to attract the eye of the 


passerby. Show the merchandise without 
crowding; dramatize its use or purpose 
whenever possible to arouse interest, and 


then let the talking signs assist in creating 
desire and price cards to prompt action. 
Unless it is a picture type of display, unitize 
the trim, so that even though a person may 
not stop, he or she will see some one or two 
things in passing. The average time is four- 
teen seconds in passing a store, and when 
the display is just one mass of merchandise 
the passerby gets only a blurred picture. 
Keep the merchandise high to meet the eye. 
Study the chain stores—4% to 5 feet is the 
bulls-eye of a window. See that every dis- 
play has a sales voice. 

Newspaper ads wouldn't do a very good 
job if description, price and the reason for 
buying were left entirely to one’s imagina- 
tion. To sell something you must say some- 
thing. A window with talking signs and 
price cards will make five times as many 
sales as the identical window without cards 
and tickets. 

People do not like to lay themselves open 
to the obligation to buy at stepping in to 


ask the price. Never mind competitive 
prices. Price mark every item and your 
windows will do a good job of selling. But 


remember, the quality of your talking signs 
and price cards must be in keeping with 
your store and merchandise. Cheap, dirty. 
amateurish cards are as detrimental to good 
selling as the untidy, wrinkled-clothed sales 
person. Be sure that your windows are 
properly lighted—a lot of tomorrow’s saies 
will be created tonight. Why not make a 
study of your windows. Modernize them, 
use them intelligently and you'll find that 
they will outsell the entire sales force in 
the store. 

Interior Displays——The next step is inside 
the store. I am elaborating now on store 
appearance with reference to displays. When 
it comes to suggested selling, the open dis- 
plays will do a better job that any human 
could do, and it’s done in a very polite, non- 
offensive manner. I am not going to touch 
on the care of tables, the importance of the 
right merchandise, related items, mass dis- 
plays, keeping merchandise and tables clean, 
everything price marked, and other sugges- 
tions for their care and use—I am simply 
going to give one or two reasons why open 
display tables should be used. When the 
average woman starts on a shopping tour 
she spends three times as much money as 
she intended to spend when she started out. 
Naturally, she spends this other money in 
stores where windows have attracted her 
eye, or on the open display of merchandise 
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inside the store. A survey also showed that 
one out of every four customers made the 
second purchase in stores using open dis- 
plays and only one out of every ten in 
stores where open displays were not used. 
Be sure to pick out six or eight good places 
on tables, or cases, or counters, for weekly 
“spot specials.” Haven't you noticed how 
chain drug stores have their “spot specials” 
—the display of a certain item with its bold 
red price card suggests an “unusual value.” 
Use odd prices, but increase the price to get 
the odd figure—don’t decrease it. The 85- 
cent fancy waste baskets back under the 
counter can be sold for 87 cents if they are 
put on display. 

Women love to shop. They like to think 
they have found a bargain, but merchandise 
back on shelves or under the counters don’t 
look like bargains. Get it out, let ’em know 
what it costs. Change these specials every 
week. Use bold price cards. 

Survey Selling—-The final cylinder is sur- 
vey selling, which I touched upon in adver- 
tising. Know your territory, find your pros- 
pects for larger items, and then make per- 
sonal calls, telephone calls, and personal let- 
ters to develop the business you know is 
there. 

There’s no future for:the man who has 
lost his courage or business enthusiasm; 
neither is there any hope for the man who 
goes along with his head hanging and his 
arms limp. You can’t be a quitter! Above 
all, “don’t be a one-timer.” Boy, there’s the 
man I hate—the fellow who tries a selling 
schedule one week or runs one ad or writes 
one letter or trims one good window or one 
good table—then because customers don’t 
immediately crowd his store, he gives up. 
That man needs his valves ground! Always 
saying it can’t be done, crabbing about how 
lucky the other fellow it, always saying, 
“Youse guys don’t know nothing about my 
business.” You've seen ’eni—they don’t come 
to conventions, they’re back home running 
around with limburger cheese on their lips 
telling everybody the world stinks. You 
have to work today, not whine! Just keep 
these words in mind—think, work, stick. A 
man who will work and a man who will stick 
can accomplish anything, and if you'll just 
keep your foot on the gas, keep those eight 
cylinders free of carbon and well timed, 
youll pull up at the end of the year satis- 
fied that the trip was not a very rough and 
rocky ride after all. 





Chicago Display Club 
Names Two Officials 

L. FE. Kelly. The Boston Store, Chicago, 
was elected treasurer, and L. J. Dwiggins, 
Display Paper Products, was chosen secre- 
tary of the Chicago Display Club following 
the resignation of J. A. Holterman who held 
both posts and resigned because of illness. 
The ciub held a college night social March 

The committee consisted of J. M. Berg, 
ears, Roebuck & Co.; Vernon Jones, W. L. 
Stensgaard & Associates, and M. LaGee, 
Cutler Shce Company. 

Howard C. Oehler, the Wieboldt Stores, 
vice-president for the third zone of the I. A. 
D. M. appointed Ellsworth Bates, Boston 
Store, Milwaukee, as supervisor for Wiscon- 
sin, and Taylor, Springfield, as supervisor 
for Illinois. 
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Excellent Program for the 
Southern Convention 


The association emblem contest and the 
photo contests wil be the outstanding fea- 
tures of the first annual conference of the 
Southern Display Promotional Directors, 
formerly the Southern Association of Dis- 
play Men, to be held at the Baker hotel, 
Dallas, Texas, May 28-30. J. L. Thomas, 
Dallas Power & Light Company, Dallas, and 
president of the association, advises that all 
plans have been completed, committees ap- 
pointed, and the interest and enthusiasm of 
the Dallas displaymen insures the success 
of the event. 

The following appointments for the man- 
agement of the conierence have been made: 
General chairman, E. Van Johnston, Sang- 
er’s; registration, H. H. Wallace and W. W. 
Yeager, A. Harris & Co.; reservation, H. H. 
Wallace, A. Harris & Co.; publicity, Bill 
Boggess, La Mode; entertainment, T. M. 
Solomon, A. Harris & Co.; photo contest, E. 
O. Sausted, Titche-Goettinger Co.; demon- 
stration, E. W. Nunan, Dreyfuss & Son; 
transportation, Roeby Bros., Volk’s; pro- 
gram, G. H. Malloy, Neiman-Marcus Com- 
pany; decorations, E. Althizer, Weil’s; edu- 
cational hour, W. D. Loller, E. M. Kahn & 
Co., all of Dallas. 

The executive committee of the association 
is as follows: W. L. McCurry, chairman, 
Hearne Dry Goods Company, Shreveport, La.; 
C C. Batson, Hattiesburg, Miss.; Jack Ral- 
ston, Levy Bros., Houston, Texas; Carl 
Meadows, Washer Bros., Fort Worth, Texas; 
A. L. Westbrook, Alex Loeb, Inc., Meridian, 
Mississippi. 

A most thorough and complete program 
has been arranged and is as follows: 


Sunday—Registration. 


Monday Morning—9:00 to 10:00, check, 
registration, acquaintance hour; 10:15, called 
to order by president; 10:30, invocation; 
10:40, address of welcome; 11 :20, the South- 
ern Display Promotional Directors and indi- 
vidual association of Southern Display 
Men, by the president, J. L. Thomas; 11:40, 
appointments of committees and announce- 
ments; 11:55, adjournment for lunch. 


Monday Afternoon—1 :30, called to order 
at Educational hall (Baker hotel Crystal 
bali room decorated for the occasion by 
Dallas Display Club members); 2:00, ad- 
dress, “The Advance of Present-Day Condi- 
tions ;” 2:20, the likeness of the window to 
the stage; 2:35, importance of style; 3:00, 
demonstration by the Cutawl Company, 
“Follies of the Display Workshop;” 3:40, 
conference photo contest; 4:00, adjournment. 
Meeting of committees and officers with all 
reports. 


Tuesday Morning—9:30, Tex Graham of 
the General Electric Company will speak on 
the present-day importance of a well-lighted 
window; 10:00, be prepared to contribute 
one idea that you have used or have seen 
or otherwise know; 11 :00, lecture by a lead- 
ing architect, “Modern Architectural Con- 
struction and Its Relations to the Display 
Profession;” 11:30, inspection of photo- 


graphs; 12:00, adjournment and announce- 
ments, lunch. 

Tuesday Afternoon—This entire afternoon 
is dedicated to the manufacturers. Make it 
a point to visit all manufacturers. Patronize 
the manufacturers who have assisted us in 
making this, our sixth annual conference, a 
success by their cooperation and exhibit. 

Tuesday Evening—8 :30 p. m., annual ban- 
quet and ball, Baker hotel, Peacock terrace. 

Wednesday Morning—9:30, open discus- 
sion and vote accepted for next conference 
city; 10:00, demonstration; 10:30 emblem 
contest award to be given. 

Wednesday Afternoon—1 :30, announce- 
ment of new officers and conference city; 
2:45, reading of constitution and by-laws; 
3:00, installation of new officers; 3:30, final 
announcements; 3:45, final adjournment. 

The Ladies’ Auxiliary will hold sessions 
through the conference and an interesting 
entertainment program is nearly completed 
and will be announced later. 

The award to the winner of the new em- 
blem contest will be a silver loving cup, 32 
inches high and valued at $75, and will be 
one of the most substantial awards ever pre- 
sented by the association. 

The rules governing the contest state that 
it must be an entirely new and original de- 
sign, submitted in duplicate so that copies 
may be sent to the two display publications 
who will judge the entries. The sketches 
must be in black and white only, but at- 
tached thereto a complete summary of the 
color scheme to be used. There is no limit 
to how many sketches any member may send 
in. Contest closes May 12 and only mem- 
bers in good standing are eligible to com- 
pete. In accordance with the change in the 
name of the association, the emblem should 
feature the thought, “Merchandise Promo- 
tion Through Display.” All entries should 
be sent to H. H. Wallace, secretary, A. Har- 
ris & Co., Dallas, Texas. 

The usual rules and conditions will govern 
the photo contest, in which there will be 
forty-one classes and a sweepstakes award. 
First, second and third prizes in each event 
will be a blue ribbon, red ribbon and white 
ribbon, respectively. 

The annual membership dues for the 
Southern Display Promotional Directors are 
only $1; the registration fee will be $3.50, so 
that the cost of attendance will be within the 
reach of every displayman and in keeping 
with the times. The entire conference, from 
the standpoint of education, information and 
entertainment, warrants the attendance of 
every southern displayman. 





Dallas Pcepared for 
Southern Conference 


The Dallas Display Club, at its meeting 
February 21, was presented with the com- 
plete program for the conference of ‘the 
Southern Display Promotional Directors by 
President J. L. Thomas. Suggestions were 
invited. 
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However, the plans were accepted with 
much enthusiasm by all who attended. We 
were all so pleased to have visiting with the 
club at this meeting a goodly number of the 
Higginbotham-Bailey Company, display 
school members, that was in session here at 
the time and also W. W. Yeager, the in- 
structor of the school. 

It was made very clear by a number of 
short talks of the leading displaymen, that 
the success of the coming conference was 
entirely depending on each and every man 
in the profession in Dallas. And a short 
talk by our chamber of commerce convention 
representative, Black, which was very in- 
spiring as to the success that could be ob- 
tained by good cooperation of each and 
every man. 

At this meeting it was decided the confer- 
ence directors would meet once every two 
weeks to keep the plans up to date, take up 
necessary business, appoint necessary com- 
mittees, keeping the conference matters in 
readiness. 

It was also decided that general meetings 
would begin April 27, at which time each 
member in Dallas will have proper notice 
that said meeting will take place and report 
to be made by committee chairmen that have 
been appointed by the directors as to the 
progress of their part of the program. 

Each of the chairmen and directors are 
furnished with a complete program and an 
entire Dallas club membership list to make 
their appointments from, thus giving each 
man an equal opportunity to serve in some 
capacity without burdening any one man. 





New Orleans Lines Up 
With Display Club 

Through the interest and initiative of L. A. 
Nall, with Nall and Nall, advertising dis- 
play installation company of New Orleans, 
the New Orleans Display Men’s Club has 
been formed. It is the purpose of the club 
to endeavor to bring about closer coopera- 
tion between all display groups and make 
its influence felt in the general improvement 
and development of display standards in the 
city. The club will work in four groups, 
with the following appointed to direct the 
department activities: E. Coudran, D. H. 
Holmes Co., Ltd., department stores; Mar- 
shall Ferrill, advertising display trimmers ; 
S. Barre, U. Koen & Co., Ltd., jobbers; L. A. 
Nall, Nall and Nall, installation companies. 
Meetings will be held regularly and imme- 
diate consideration given to affiliation with 
the I. A. D. M. 





New Invention for 
Window Display 

In times when every displayman’s budget 
is cut he welcomes new inventions which 
save him money. The new Servus-Klips 
(patent pending) help him to solve his prob- 
lem, as they make it possible for him to 
build his own display stands and arrange- 
ments with glass plates and wooden plates 
in countless different ways. Servus-Klips 
are acclaimed by thousands of leading dis- 
playmen all over the world. They are manu- 
factured hy Servus Display Specialties Com- 
pany, 1133 Broadway, New York. 
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REPRESENTATIVES 


Wanted for our New Continental Inven- 
tion, “Servus-Klips” (patent pending), 
which bring a revolutionary change in 
display fixtures. With ‘“Servus-Klips” 
every displayman can easily build always 
different arrangements. More than 120,000 
in use already. State in first letter your 
territory, firms you represent and refer- 
ences. 


Service Display Specialties Co. 
1133 Broadway New York N. Y. 


SALESMEN WANTED 


To sell quality line of chrome-metal mouldings 
for trimming window and store displays, the- 
atrical posters, etc. Excellent sideline. Exc.u- 
sive territories. Commission basis. 


THE C. SPIRO MFG. CO. 
Dobbs Ferry, N. Y. 








Salesmen, Jobbers and Distributors 


For a new fast selling display creation for 
blouses and dresses. Inexpensive. Sells on 
sight to department and retail stores. Furnish 
full detailed information regarding past expe- 
rience and volume of sales. Confidential. 


SILHOUETTE FORM CO. 
144 W. 37th St., New York City 


SALESMAN 


One who has been successful selling 


display fixtures or equipment. Age and 


experience in first letter. 


The Art Products Mfg. Co. 
Lafayette Bldg. 
DETROIT, MICH. 








FOR SALE—WALTERS’ FIT-RITE AND STA- 
ON WINDOW SOCK FOR DECORATORS. 
Made of heavy fleece-lined Jersey cloth, 55c 
pair. $3.25 half dozen, $5.25 dozen, postpaid. An 
elastic tape band is sewed in the top. Patented 
May 20, 1924. Fits over any shoe. Order by 
size shoes worn. 
J. M. WALTERS, Mfr. 

220 South Benton Way Los Angeles, Calif. 


DISPLAY MANAGER 


whose window displays are photographed in 
magazines, is open for a new connection. Can 
write cards and has many promotional ideas. 
For past 10 years with one firm; was in charge 
of their 5 stores, with a staff of 5 men under 
him. DONALD A. FERGUSON, 2645 E. Fort 
St., Detreit, Mich. 


COMBINATION MAN 


Window trimmer and advertising manager 
with 16 years’ experience in popular price 
department stores wishes position with reliable 
firm. Can furnish best of references. Will go 
anywhere. Address HARRY KROSKIN, P. O. 
Box 54, Lynchburg, Va. 








POSITION WANTED 


Experienced displayman, cardwriter, sign 
painter and salesman wishes steady position 
with future. Five years’ experience in men’s 
clothing. Also typing and shorthand. Age 26. 


FRANK HEIGHTSHOE 
1719 Lucinda Ave., Perry, Iowa 








POSITION WANTED 


Displayman, cardwriter, and advertising man. 

Steady, capable worker. Prefer New York 
Metropolitan district. Wide experience and 
willing to work hard. 


“R. M. G.,” Care DISPLAY WORLD 
151 Fifth’ Avenue New York City 








POSITION WANTED 


Poster Artist with cardwriting and display ex- 
perience. Al references. Age 22; single; will 
go anywhere. Samples on request. 


SIHRANO GALLEGAS 
30212 W. Central Albuquerque, N. M. 














Des Moines Club Prepares 
for State Convention 

At the March meeting of the Des Moines 
Display Club, the subject of greatest interest 
was forming plans for the 1934 Iowa- 
Nebraska displaymen’s convention. An in- 
teresting discussion was held on methods of 
enlarging the treasury in preparation for 
this gala event to be held sometime during 
the summer. 

The newly elected officers were at their 
places and thirty members attended, includ- 
ing several newcomers. New officers are: 
George Kucharo, president; L. Therkleson, 
vice-president; M. Hamburger, secretary; 
Foster Kes], treasurer (reelected). Kucharo 
read a list of conventions which are to be 
held in Des Moines, “The Convention City,” 
this spring and summer. With many na- 
tional, as well as state and local organiza- 
tions, to meet here and thousands of visitors 
from all parts of the country, an excellent 
opportunity is provided Des Moines display- 
men “to show their wares.” Committees 
were then appointed for the new year. A 
highly amusing chalk talk was presented by 
Art Blyler, display manager, Montgomery, 
Ward & Co. Refreshments of beer and 
pretzels were served and then followed the 
usual half-hour social—Moie Hamburger, 
secretary. 





Art Process Displays 
In Enlarged Quarters 

Art Process Displays, which is under the 
ownership of Ben Robbins, have found it 
necessary, in order to handle their increasing 


orders, to take additional space in the form 
of an entire floor at their present address, 
437 Eleventh avenue, New York City. 





Correction In Address of 
the School of Display 

Recently the address of the School of Dis- 
play was reported incorrectly. It is 4 East 
Fifty-third street, New York City. The 
school is under the direction of Mrs. Polly 
Pettit, well-known New York display spe- 
cialist in charge of windows for Black, Starr 
& Frost-Gorham, Inc. 





Solomon Joins Adler 
Shoe Chain 

Maurice I. Solomon, recently display direc- 
tor for the chain of shoe stores operated by 
the Klein Shoe Company, New York City, 
has severed his connection with that com- 
pany and assumed a similar position with 
the Adler Shoe Company, another shoe 
chain, also located in New York City. 





Duncan Boston Store 
Display Head 

Kenneth W. Duncan, dispay director for 
the past four years, E. W. Edwards & Son, 
Buffalo, N. Y., has been appointed in the 
same capacity for the Boston Store, Mil- 
waukee, Wis., succeeding Ellsworth H. 
3ates, who resigned March 1. Prior to his 
connection with Edwards, Duncan was asso- 
ciated with the display departments of J. N. 
Allen & Co. and the Wm. Hengerer Com- 
pany. 


Davis Display Head 
For Seidenbach’s 


Phil A. Davis has but recently been en- 
gaged as display manager for Seidenbach’s 
specialty shop, Tulsa, Okla. Davis was for- 
merly of the display staff of Lord & Taylor, 
New York City, and before that he was as- 
sistant designer to Raymond Sovey, theatri- 
cal designer. Davis plans to introduce a new 
type of “shadow box” display. 





New Display Foods Being 
Manufactured 


One of the newest point-of-purchase mer- 
chandising ideas is display food, a hand- 
painted composition food recently perfected 
by the Display Food Company, St. Paul, 
Minn. It is original in that it visualizes for 
the purchaser the exact object being mer- 
chandised. It is used to educate the house- 
wife to the many uses of a product, thereby 
increasing consumption. The color and tex- 
ture are exact in every detail. The com- 
position used in the manufacture of the re- 
productions will not melt from the rays 
of the sun, permitting the displays to be 
used both in the window and on the backbar 
or counter. 

Display food is being used by manufac- . 
turers in permanent as well as traveling ex- 
hibits for purposes mentioned in the previous 
paragraph. The production manager of the 
Display Food Company says there is not a 
food object that they can not produce per- 
fectly. 
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The 


Fountain Air Brush 


THE AIR BRUSH OF THE 
PARTICULAR ARTIST 





The World’s Standard Air Brush for 
Over 40 Years 


Easy to handle and keep in order. 
Send for Catalog No. 52D 


Thayer & Chandler 


910 W. Van Buren St. Chicago, II. 

















Motion Commands Attention 


SpeedWay 


FLEA 


powrr Motors 


will add pulling power 
and saleability to your 
displays. Run direct 
from light socket (A.C. 
or D.C.). Skeleton de- 
signs, easily mounted, light weight. Available 
with speed reducer for slow motion or heavy 
load. 1 or 1,000,000 on short notice. Low prices. 


Speedway Manufacturing Co. 
1839 S. 52nd St. Cicero, Ill. 





Write for 
Catalog Sheets 
and prices. 











-<F]AARN— 
Window Display, Advertising, 
Show Card Writing 


AT A PRACTICAL SCHOOL 
CHICAGO DISPLAY SYSTEM 


Y W. ADAMS ST., CHICAGO, ILL. 
Write for Booklet 








The Style-Show ACTION Display 


A new Metion Display unit for department and 
other stores. Motion display will make your 
window an investment instead of an expense. 
Ask for detailed circular. Some territories 
open for distributors. 


The C. Spiro Mfg. Co., Dobbs Ferry, N.Y. 











DISPLAY WORLD 


CONTINENTAL WINDOW DIS- 
PLAY ADAPTATION 
[Continued from page 7} 
aspect of the show is an important factor. 
That whieh is not remembered has no ad- 

vertising value. 

“Good black and white work is an impor- 
tant element in his displays. He sets his 
texts in dominating positions, and sees to it 
that the effect is clear, impressive and orna- 
mental. The text is invariably a vital part 
of the decoration. He knows that for com- 
mercial art the purpose for which it is in- 
tended must be the highest law of its being. 
An artist with especial talent for drawing 
may aspire the complicated figure studies 
which may eventually serve as advertising 
factors. 

“Rosenberg welcomes the advertising photo, 
now also set in the service of window dis- 
plays, because it affords numerous possibili- 
ties of exercising a psychological influence 
upon the beholder.” 

We shall speak of certain fundamentals in 
every article on his work. The first funda- 
mental is angles. Rosenberg recognizes well 
the importance of angles; he follows good 
angular arrangement of background and 
merchandise; he never allows an odd angle 
to appear in his presentations. (Do you 
know how many angles should be used in 
displays ?) 

Another fundamental of tremendous im- 
portance is balance. We shall speak at 
length of balance. Rosenberg’s displays 
have balance; they are balanced with the 
background and with the merchandise; the 
form of each display is a carefully consid- 
ered medium of display presentation even 
before the actual display is created. His 
balance achieves an ease .of display com- 
prehension. 

Display contrast is always a very evident 
fundamental in his displays. It is the mer- 
chandise which is featured in every presen- 
tation—not the background or the decorative 
effects. The decorative effects in every dis- 
play achieve merchandise concentration— 
which is as it should be. A store has always 
been selling merchandise, and a store shall 
continue to sell merchandise; the more suc- 
cessful the medium of display in the matter 
of merchandise sales at the point of sale, the 
more successful the display director. 

In the first display to be featured in this 
series, the complete control of effects must 
be immediately apparent. The effect is for- 
mal, and that is the effect the display creates. 
The window has a certain severe dignity 
which impresses itself upon the observer. 
The interesting consideration, however, is for 





New York For Modern Displays 
Try Us For These 
Wood Letter Sign Boards Electric Signs 
Company Window Displays 
Metal Signs Metal Letters 
New York City Cardboard Cutouts 
Telephone For Price and Quality— 
CAnal 6-7422 Ask Us First 











FELT LETTERS...CORK perros 
FELT LETTER SHOW CARD 
Modern Styles in Standard oo 
Large Stock on Hand at All Times for 
Immediate Deliveries 
FELT LETTER STUDIOS, MFRS. 


538 South Wells Street Chicago, Ili. 
Illustrated Circulars on Request 














Beautiful Decoratives | 
_ Assure Beautiful Displays — 


Our large Spring line of new, attractive 
Floral Decorations and Novelties, at popular | 
| prices, is ready. | 


| Let us help with your next trim. To serve 
| the trade right—always has been and shall 
continue to be our greatest concern. 


BOTANICAL 


For 37 years the leading Decorative House | 
| 325 West Madison Street Chicago, Ill. 
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the ease whereby this display set-up can be 
adapted for other lines of merchandise, with 
the adaptation effecting just as complete ap- 
preciation for other merchandise lines as for 
the line originally shown. 

We show what we believe to be the orig- 
inal arrangement of display background ef- 
fects. The floor-plan of the original dis- 
play, as well as the side elevation is indi- 
czted. We also include our conception of 
two additional displays—the additional dis- 
plays being developed along identical dis- 
play lines. The additional displays are: 
(1)Ready-to-wear or clothing—small sketch, 
immediately below large floor plan of orig- 
inal display; (2) fabric display—small sketch 
at bottom, right-hand corner of set-up draw- 
ings. The group of four circles, in the set-up 
for clothing or ready-to-wear, would be used 
for the display of accessories—a group of 
accessory being featured on each circle. 


A. D. M. AND THE 
“NEW DEAL” 

[Continued from page 3] 
familiar with every change in the mode. Do 
not hesitate to be a pioneer in new methods 
of display as there are unlimited ways of 
handling merchandise and accessories. 

Background materials are inexpensive and 
therefore a new setting may be installed 
regularly. Watch your colors, and do not 
use pretty backgrounds designed for wom- 
en’s finery for your men’s wear window. 
Severely plain backgrounds in neutral shades 
such as sand, taupe, cream, gray and prewns 
are best for men’s wear. Watch every win- 
dow you install and pick it apart; recognize 
your mistakes and improve the next window. 
Make each new season a better and brighter 
display season than the past one. 

Your ability to carry out the plans out- 
lined depends, naturally, upon yourself and 
your application to your position. With few 
exceptions, the prominent displaymen are all 
affiliated with the I. A. D. M. and are active 
in supporting this organization. They feel 
that the contacts and exchanging of ideas 
that are brought about by the meetings of 
this group amply repay them for the small 
dues of membership. 





he 1 





Index to Advertisements 





MARCH, 1934 
Botanical Decorative ews Con. Res 73 
Brischograph ._.. ey) 


Cincinnati Display Radia os 
.Inside Front Cover 


Chicago ‘Display System Sel? enh Sea 32 
Chicago Page ........Inside Back Cover 
Display Service: Disectory 2. oo... 2 
Pet etter “SuMIO6! 4.0 6 hls 6 bo Oe a Be 
ODESTET SCHOOL. e224 Goodie aisteine tine a eo 


Lyons-& Co. Lid. L..41.. 
et Inside’ EF ront Cc over 
Merkle- Korff Gear SF Re ae 25 


Mileo .. Inside Back Cover 
New York Page _Inside Back Cover 
New York Wood Letter Co .......... 32 
Opportunity Paxchange |... 6.656060 Sl 
Shoe Form Co., Inc. Joanne 7. 
SpeedWay Manufacturing its. yi ee 
BIO Mate Os AG thes i) wie yee 
Thayer & a ge ag 32 
Western Felt Works....... 25 


‘Back Cover 








Window Display Manual 






































For Display Equipment 
and Decorations 











Invites 
Your Patronage 











BOTANICAL 
325 WEST MADISON STREET 


Decorations of Character 


Send a Sketch of What’s Wanted and 
We Will Submit Samples 








W. L. STENSGAARD & ASSOCIATES, INC. 


MERCHANDISE MART 
Window Display Producers and Counsellors 





THE KOESTER SCHOOL 


367 WEST ADAMS STREET 


Correspondence Instruction 








NATIONAL CARD, MAT & BOARD CO. 


4318-36 CARROLL AVENUE 
Showcard Boards—Mat Boards 

















MESSMORE & DAMON, Ine. | 


Creators of Mechanical Displays for Show Window 
and Advertising Purposes 


404-408 W. 27TH STREET 








PALMENBERG DISPLAY EQUIPMENT, Inc. 


Display Fixtures and Mannequins 
Complete Display Equipment 


530 SEVENTH AVENUE 





MILEO’S NEW LINE OF MANNEQUINS 


Will either sit or stand—Flexible Arms and Hands 
which can be used in any position desired. 


MILEO—44 EAST 8TH STREET, NEW YORK 








EINSON-FREEMAN CO., Inc. 


Lithograpked Window and Counter Displays 
for National Advertisers 
STARR AND BORDEN AVES. 
LONG ISLAND CITY, N. Y. 








THESE DISPLAY SPECIALISTS ARE READY TO SERVE YOU 
ee Oe Eat aes Oe 





THE FINEST BOOK ON WINDOW DISPLAY 
EVER PUBLISHED ANYWHERE 


DISPLAY WORLD, Cincinnati, ( 
Enclosed find $5.00, for which send a copy of 
WINDOW DISPLAY MANUAL, postpaid. 
Enclosed find $7.00, for which send me a copy 
of haalpaord aah DISPLAY MANUAL, postpaid, 
ind ente (or extend) my _ subscription to 
DISPL AY WORL + for one year (Foreign 
and Canada 8. 


Thirty-two Chapters—Over 450 Illustrations 


$ 5.00 Postpaid 


The Display Publishing Co., Cincinnati, O. 
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